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Abstract 
Abstract 
Bicycle theft in Copenhagen is a problem and is causing customer pain. One possible solution to this 
problem is investigated; the proposed solution is through a hypothetical product: a bicycle with 
integrated GPS tracking abilities - more specifically, a fixie-bicycle. The goal is to explore the 
potential of capitalizing on the problem through starting the company The GPS Fixie, where the goal 
is to explore: how do different factors affect the feasibility of starting The GPS Fixie Company in 
Denmark? This is investigated through a survey to explore potential demand, forecasting to test the 
financial viability, and finally an industry analysis of where the company would stand within the 
market. The findings suggest a high level of demand for bicycles with integrated GPS. The financ ia l 
forecast displayed profit potential, but with a higher level of expected uncertainty. Finally the industry 
analysis finds the hypothetical company would find itself in a favourable position. 
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1. Introduction and Problem Formulation 
 
1.1. Introduction 
Bicycles are important to Danes as nine out of ten Danes own a bicycle, with 36% of adults using a 
bicycle to travel to work at least once a week (Cycling Embassy of Denmark, 2010). Furthermore, 
Danes purchase approximately 550,000 new bicycles annually (COLIBI & COLIPED, 2013). This 
cultural phenomenon of bicycle use, not only for recreation, but daily transport needs, constitutes a 
significant financial outlay for Danish citizens, and also contributes 1.3billion dkk to the local 
Copenhagen economy (Cycling embassy of Denmark: 2011). 
Unfortunately, valuable items (both monetarily, and to society) also attract unwanted attention. 
Counting only the bicycle thefts reported to police, comes in at approximately 18,000 a year in 
Copenhagen alone (Danmark Statistik, n.d.). With the average price of Danish bicycles being €440 
(~3274dkk) (COLIBI & COLIPED, 2013) theft in Denmark represents a significant financial threat to 
Danish bicycle consumers, and by extension a large part of the population.  
 
 
1.2. Problem Area 
This lead to the question: What are the possible solutions to bicycle theft in Denmark? There were 
many possible ways to answer this question; for the purpose of this paper a possible solution will 
concentrated on products able to fight bicycle theft. A good lock can go a long way, however as 97% 
of Danes remember to lock their bikes (Cycling embassy of Denmark: 2011) a lock itself is not 
sufficient to prevent theft. A promising technology has been developed where you ‘add-on’ tracking 
devices to your bicycle, for example Diims and SpyBike’s add on light. These units makes it possible 
to use a browser/app to locate a stolen bike, where the police, if having available resources, would be 
willing to recovery the property, when provided with location information (response from the 
Copenhagen Police, see Appendix A). However, these devices have two potential downsides: first 
being that they can be identified and easily removed from a stolen bike by a thief. Second, being fairly 
expensive with the average price for ‘add-on’ tracking devices at 851.86dkk (see Appendix B).        
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It can be argued that these two potential pitfalls stand as a barrier to make bicycle ownership a more 
financially secure mode of transportation. This project would therefore aim to address these two pitfalls 
through an analysis of a hypothetical product; The GPS Fixie, a GPS integrated fixie (single geared) 
unisex bicycle. As a motivator for this project was to figure out if such a product could possibly be 
introduced in the Danish bicycle industry, a research and development (R&D) of The GPS Fixie was 
initiated (product detailed in chapter 4). However, before a final investment decision can be reached, 
this project will map out which factors would have the greatest impact on its possible success in the  
Danish new bicycle market. 
 
Relevance of this project 
Bicycle theft is a major problem in Denmark. This problem is causing ‘customer pain’, which if 
possible should be addressed. There are products that increase the security of bicycle ownership, but 
as of yet have not become mainstream in Denmark. This paper argues that the two primary barriers to 
widespread implantation is the root cause: removability/detectability, and price. Whereby The GPS 
Fixie has the potential to address and rectify these two barriers. Therefore any product or service that 
has the potential to save Danish customers both money and stress is a strong starting point for business 
creation. 
1.3. Problem Formulation  
How does different factors affect the feasibility of starting ‘The GPS Fixie’ company in Denmark?   
1.3.1. Research Questions 
1. What are the identified factors which affect demand for tracking devices on bicycles? Is there 
a demand for The GPS Fixie? 
2. What is the current competitive market for these devices? How does The GPS Fixie 
differentiate itself? 
3. How could the financial outlook for launching The GPS Fixie Company materialize? 
 
1.4. Clarifications / Definitions 
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In order to avoid misunderstandings with the projects definitions, the following concepts are clarified, 
to provide a uniform understanding of the matter. 
 
Buyers 
When describing Porter and referring to or applying his theory, the buyer should be understood as 
potential customers, this needs to be clarified as buyers according to Porter also can be seen as e.g. 
retailers and business-2-business customers, as he defines a buyer as every potential customer. 
 
Customer pain  
Customer pain is defined as a problem, or unpleasant event, which a customer experiences; the 
customer would like to find a solution to the problem. 
 
Competition/competitors 
This project will utilize Porter’s definition of competition, as he describes as; “Competition is an 
industry continually works to drive drown the rate of return on invested capital toward the competit ive 
floor (/free market) rate of return, or the return that would be earned by the economist’s “perfect 
competitive” industry” (Porter, 1980, p. 5) which can further be defined as, “entry are free, existing 
firms have no bargaining power against suppliers and customers, and rivalry is unbridled because the 
numerous firms and products are all alike” (ibid, p.6). 
 
GPS-tracker 
A GPS-tracker is a device which uses global positioning system (GPS) to pinpoint its position with the 
possibility of adding the position to a smartphone and other devices with a map backdrop in real time.     
 
Fixie-bicycle 
A unisex fixie-bicycle is a simple and usually very customizable 1-geared bike using a frame with the 
classic look of 80’s racer-bike. 
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Greater Copenhagen 
Greater Copenhagen has the population of 1.508.839 (4 quarter of 2014) people researched in the 
survey and consist of Copenhagen, Frederiksberg, Dragør, Tårnby, Albertslund, Ballerup, Brøndby, 
Gentofte, Gladsaxe, Glostrup, Herlev, Hvidovre, Høje-Taastrup, Ishøj, Lyngby-Taarbæk, Rødovre, 
Vallensbæk, Allerød, Egedal, Furesø, Hørsholm, Rudersdal and Greve (Danmarks statistik (see 
Appendix C)). 
 
Target group 
As this project initiated with the idea of producing a fixie-bicycle, an initial target group was assumed 
upon afterwards, in order to provide a hypothesis of the survey finding, thus the real target group. As 
this was needed prior to be able to analyze the results, in order to estimate segment size and ideas of 
possible behavior needed for the industry analysis. The real target group ended up being identical with 
assumption of such; being the 21-30 year olds Greater Copenhageners.  
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2. Research Strategies 
This chapter will provide an overview over the projects chosen methodology and argumentation for 
selecting these methods. The division of this chapter, further serves as an outline for the project 
design’s data processing and analysis chapter, purposed to supply all necessary information in order to 
reflect upon the projects research questions. The chapter will be followed by an objective analysis and 
discussion of The GPS Fixie bicycle as a case study, leading to a conclusion of the project formulat ion. 
Prior to the above and upon this current methodology chapter, will follow a descriptive theory chapter 
encompassing the projects chosen theories and a description of the product. 
 
Methodology 
It is essential when working on a project, to have a common epistemological and ontologica l 
understanding, as information gained through the research could otherwise be interpreted and used 
differently.  This project will therefore take an epistemology stance of critical realism and further 
partake in a transcendental realist ontology, as commonly followed by a critical realist ideology. In the 
following an overview of critical realism will be presented, followed by the specific structure of its use 
within the project. 
Critical realism has its origins in economics, where it took departure from the strict method of 
deductive positivism reasoning (Fuglsang & Olsen, 2009, p. 145). Where critical realism takes the 
assumption that the world is an open system. The assumption argues that there are underlying 
mechanisms that interact with each other at any given time; where, Karl Popper presupposes “a world 
that has causality and structures, and that generates mechanisms.” (Olsen & Pedersen, 2008, p. 155) 
where the laws governing the mechanisms, “are not immediately apparent, but can be coaxed out of 
their hiding”(ibid, p.154). 
Whereas for the researcher, it is not possible to map out all mechanisms, only to know that they exist, 
and recognize, that the open system is always changing, Sayer states “Thus todays natural law might 
be replaced by another tomorrow”(ibid, p. 155).  Whereby the assumption impacts the researcher, 
where critical realists do not relate theory to reality 1:1. The assumption does not debunk the usefulness 
of a theory, but rather, allows the research to be limited in scope. 
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Popper explained that within his criteria, “That a good theory must always forbid something, always 
point to the things that might falsify it…that a theory which cannot be falsified is not scientific” (ibid, 
p.155). 
Research starts in ontology, or the real world, where events are observed, and the researcher attempts 
to uncover their underlying causes, which is in line with positivism ontological standpoint (ibid, p.154) 
Where according to Sayer “everything has a cause” (ibid, p.155). Whereby “the function of theories is 
to formulate general laws that be used to explain and predict empirical events” (ibid, p.155). However, 
critical realism is critical of pure observation uninfluenced by theory (ibid, p.154). Instead, in order to 
learn about the world, one must formulate hypotheses and test them. (ibid, p.154) 
  
Project use of critical realism 
The project partake the critical realist standpoint, that the real world can never be fully known; that 
any empirical event has been influenced by an unknown number of structures/mechanisms. 
Additionally, as the world is fluid, one days empirical event is not tomorrows guarantee. With reference 
to the survey respondents, it is assumed that any number of mechanisms, and their responding ‘forces’ 
could have been influencing their responses. 
Within the scope of the investigation, an attempt to rout out these underlying mechanisms and their 
preceding drivers will be undertaken. Through this process, if other mechanisms appear, they will be 
accounted for, by understanding that they exist, however, without knowledge of the laws that govern 
their existence, they cannot be directly applied to findings. 
The survey, is taken as, a set of explorative questions, that represent their respective population, at the 
respective time of the survey. Where the empirical event under investigation is ‘demand for The GPS 
Fixie’. Due to the nature of the project, being first off, researching the intent to purchase a hypothetica l 
product, the responses producing the ‘demand’ cannot be taken as a truth, but merely a suggestion. 
However, as a finite number of potential customers is required for accounting purposes; through the 
investigation of the mechanism of demand, a recognition of the drivers proceeding this demand will 
be accounted for. Where the finite number is a reflection of those, who responded with the highest 
number of mechanisms forced ‘on’. A driver is to be taken as the force, or change that precedes the 
observed event. That is, a driver is the action that adjusts a balance of the laws/assumptions within a 
specific mechanism. 
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After a finite number of potential customers have been explored, or rather those assumed as most likely 
to purchase the product. The results will be applied to two separate forecast theories, Due to the nature 
of forecasting, the results cannot be ‘tested back against reality’. However, an illustrative example will 
instead have to suffice. Through the process of forecasting, unknown elements become known, it will 
be recognized that they have the potential to influence the result, but are outside the scope of the 
investigation. 
Finally, the hypothetical position, The GPS Fixie would find itself, within the market, will be seen 
through the lens of Porters five forces.  
 
Exploring the demand for a GPS-bike 
As research questions were formulated, it became obvious to use them in strategizing which methods 
that should be used in order to reflect the respective questions. For research question 1; ‘What are the 
identified factors which affect demand for tracking devices on bicycles? Is there a demand for The 
GPS Fixie?’ conducting a predominated quantitative survey (as the option ‘Others’ made it qualitat ive 
too) became the primary method, in order to gain insight into the Danish buyer’s behavior and the 
specific market segment. 
The survey was done primarily through an online self-completion questionnaire sent through 
Facebook. This quantitative method was chosen in order to collect and administer the data in a faster 
and easier way and to make it more convenient for the respondent (Bryman, 2012, pp. 233-234). 
Furthermore, as a supplement to the online questionnaire, a few hours was also used on conducting the 
survey around Copenhagen as a supervised self-completion questionnaire given in paper from. 
Survey 
The survey mainly consisted of closed questions with multiple choice answering options, in order to 
attain the specific information needed and to keep the survey short. Questions were linked, so the 
respondents would only answer the questions linked to their answers and skip the rest to keep the 
survey short and straightforward. Furthermore, in order to make the survey more reliable, the 
possibility of returning to previous questions was removed, so the respondent did not have the option 
of changing their answers nor reading the whole survey in advance. This was especially important with 
the last three questions, because of the reliability they had on each other being the same question with 
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a different price (see Appendix D). The following image contains structure and reasons for questions 
in the survey: 
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Question The question Method Posibilities Reason Skip
Q 1 Age
Multiple choice: 
Pick one
[15 - 20 years] - [21 - 30 years] - [31 - 40 
years] - [41 - 50 years] - [51 - 60 years] - 
[61 years <]
Demographic questions of age groups 
and possible target groups.
Q 2 Where do you live?
Multiple choice: 
Pick one
[Greater Copenhagen] - [Århus] - [Aalborg] 
- [Odense] - [Rest of Denmark]
Demographic question of geographical 
position of sample.
Q 3 Gender
Multiple choice: 
Pick one
[Male] - [Female] Demographic question of gender division 
in sample.
Q 4
In which way would you 
purchase a brand new 
bicycle?
Chechboxes: Pick 
all you agree 
with.
[Online Retail] - [Stores (Supermarkets, 
Department stores)] - [Bicycle shops] - [I 
would never buy a brand new bicycle]
Asked in order to check for purchasing 
habits.
Q 5
What is most important when 
purchasing a bicycle?
Multiple choice: 
Pick one
[Price] - [Quality] - [Other] Asked in order to gain understanding of 
customer behaviour
Q 6
Do you own or have you 
owned a bicycle?
Multiple choice: 
Pick one
[Yes] - [No] Asked in order to verify sample 
knowledge of product.
If [No] 
skip to:
Q 7
Has your bicycle ever been 
stolen?
Multiple choice: 
Pick one
[Yes] - [No] Asked in order to verify possible problem 
in society.
If [No] 
skip to:
Q 8
If 'yes', did you find/get the 
bicycle back?
Multiple choice: 
Pick one
[Yes] - [No] Additional question to pinpoint degree of 
problem.
Q 9
Have you ever had a GPS-
tracker on your bicycle?
Multiple choice: 
Pick one
[Yes] - [No] Asked in order to gain insight into 
possible users of an existing product and 
to check for sample knowledge of 
product. 
Q 10
Are you interested in buying a 
GPS-tracker for you bicycle?
Multibe choice: 
Pick one
[Yes] - [No] Asked in order check for possible 
interest and demand for similar 
products.
Q 11
if 'Yes' to at least one of the 
above questions: Why would 
you buy a GPS-tracker for your 
bicycle?
Chechboxes: Pick 
all you agree 
with.
[Security] - [Fear of theft] - [Precautions] - 
[Exercise tracking] - [Retrieval]
To understand behaviour of people 
interested in gps-tracking on bikes and 
why the products are interesting.
Q 12
Would you buy a bicycle with 
an integrated GPS-tracker?
Multiple choice: 
Pick one
[Yes] - [No] To check for demand on bicycle with 
integrated gps-tracker in general. To 
look at the bicycle market as a whole.
If [No] 
skip to:
Q 13
How much would you pay 
extra for the GPS-tracker?
Pick a number 
between:
[ 0 - 1000 ] To gain knowledge of general opinion on 
price in order to evaluate on product 
price, and to compare with competitors.
Q 14
What would be fair to charge 
monthly for the GPS-services? 
Pick a number 
between:
[ 0 - 200 ] To evaluate and calculate on 
possibilities of service fees. 
Q 15
Would you buy an additional 
bicycle insurance for 9 DKK a 
month (with a 1500 DKK 
deductible)?
Multiple choice: 
Pick one
[Yes] - [No] Asked in order to see if extra services 
would be interesting to implement as 
additional profit.
Q 16
Would you be interested in 
buying a GPS fixie-bicycle for 
3500DKK? (Same as picture)
Multiple choice: 
Pick one
[Yes] - [No] To estimate possible demand (interest) 
versus possible price of product. If [No] 
skip to:
Q 17
Would you be interested in 
buying a GPS fixie-bicycle for 
3000DKK? (Same as picture)
Multiple choice: 
Pick one
[Yes] - [No] To estimate possible demand (interest) 
versus possible price of product. If [No] 
skip to:
Q 18
Would you be interested in 
buying a GPS fixie-bicycle for 
2500DKK? (Same as picture)
Multiple choice: 
Pick one
[Yes] - [No] To estimate possible demand (interest) 
versus possible price of product.
GPS Questions
General bicycle questions
 Demographic questions
General Bicycle theft questions
If [No] 
skip to:
Product question 3
Product question 2
Product question 1
Detailed addititional gps questions
Opening Intensive product question
Additional GPS question
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Pilot survey 
Before conducting the actual survey a pilot of the survey was carried out, by testing the survey on three 
representative informants of the sample, since it “[...] is crucial and can highlight ambiguities and other 
potential pitfalls.” (Somekh & Lewin, 2012, p. 225). The pilot survey did highlight a few changes in 
the lack or interpretation of possible answers in specific questions and an error or two in the layout of 
the survey. These mistakes were thus discovered and corrected upon. 
Sampling 
The methods used to collect survey replies was limited in the likeness of mainly representing a specific 
segment of the population because of the channel used to some degree only represented the sender’s 
network. Thus, a non-probability sample was impossible and therefore the survey should be understood 
as a convenience sample, (Bryman, 2012, p. 201) even though a supervised self-comple t ion 
questionnaire was carried out to support the online survey, it did not collect any significant amount of 
respondents.  
 
Data analysis 
When analyzing the survey an initial descriptive view will be conducted. Thereafter, possible 
connection will be highlighted in order to identify elements of demand. These connections would 
preferably be analyzed through a correlation analysis, but since the questions with connections both 
are multiple choice with only two possible answers (‘Yes’ and ‘No’) and has nominal variables it is 
not possible. Since, the variables are not interval, ratio, or even ordinal, which minimum one of them 
has to be in order to create a correlation analysis between two questions, it can therefore not be used 
(Jensen & Knudsen, 2014, p. 153). Consequently, a crosstab analysis of specific questions has been 
selected, which shows the connections between possible answer relations of the questions. In crosstab 
tables presented in chapter 5, the difference in percent of highlighted relations will be used for 
identifying factors of possible demand. 
 
Industry Analysis 
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A motivation for this study was to create a hypothetical product and associated business. The feasibility 
to implement in the current industry, and in addition having a research question concerning the 
competition in the industry, whereby analyzing some of the same contents as a business plan became 
convenient. As composing a complete business plan, would only prove essential if launching the 
product, this project therefore would utilize the part of a business analysis that would be useful in 
concluding upon the problem formulation. Therefore aspects such as executive summary, management 
and organization, and operations, would not be included, and furthermore several of the aspects were 
to be analyzed superficially, e.g. marketing, that would only be assumed upon in order to clarify Porter 
more efficiently. Porter was chosen, as part of the business plan, as his framework for industry analys is 
is well recognized within the business world as a useful tool.  
 
Analyzing the industry and competitors utilizing Porter’s framework, would provide an understand ing 
of the industry and what a new company should be aware of when wanting to enter the market, in that 
connection the analysis would also reveal The GPS Fixie company’s potential competitors, how they 
could possibly react and/or retaliate if entering the market. The framework together with the survey 
results would further give an initial idea of The GPS Fixie’s position on the market, further address if 
there would be a demand for the product. As the financial statement is a part of Porter’s five forces, a 
more accurate assessment would be discussed later on. It should be noted that a limitation to this project 
arise, as there would not be provided a complete analysis of Porter, for the same reason for not present 
a complete business plan as argued above. Therefore the analysis of Porter should be understood as an 
assumptional prediction of the industry.  
 
In collecting secondary data on the market and mainly the possible competitors, e-research became 
adjacent, as almost every competitor have displayed their products online, in one way or another. In 
defining the potential competitors, an online researches similar to what potential buyers, wanting to 
buy online or researching the industry prior to purchase would run, was conducted in order to discover 
exactly the same companies, as these were to be seen as possible competitors, thus posing a threat to 
The GPS Fixie. 
 
Financial forecast for launching the GPS-bike 
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The third research question would follow Tim Berry’s method for forecasting for start-ups taken from 
his most recent publication ‘Sales and Market forecasting for Entrepreneurs’. Tim Berry is considered 
to be an expert in this field, with over 30 years of publications, as well as being an associate professor 
at Oregon State University. (Timberry.com; 2014) Furthermore, supplements would be taken from 
‘Business Accounting’ (Collis, et al., 2012). Demand estimates, as well as market size approximations 
would be supported though the survey undertaken for this project. 
All of the data used for this section of the paper was acquired through email correspondence with 
suppliers, or from experts in the field (see Appendix F)The prices supplied from the suppliers in China, 
were their responded estimation for a batch of 500 units, with either the exact input materia l, or a very 
close approximation (see Appendix F) 
The cost of specific production processes (e.g. painting, or welding) were supplied from experts in 
their respective fields, through word of mouth, along with their time estimations of how long each 
process would take to complete. The estimate was then increased to account for possible unknowns . 
Although email correspondence would have been preferred, oral communication with the experts, still 
allowed for a more accurate estimate. Labor costs were taken from the average wage of manufactur ing 
workers in Estonia, plus 33% for employer social insurance contribution required by that state of 
Estonia1 
The estimation of overhead costs, for a production plant in Estonia, had been taken from a current 
posting, for a factory for rent. (City24, 2014). 
Any price/cost information used in this project not specifically obtained from the aforementioned 
sources will be specified at the time of application. 
Estonia was chosen as the theoretical site for production, because the country has low costs compared 
to Denmark; one of the experts in this project, Maris Leemets, (former economist for: the IMF, 
European central bank, and former head of bank of Estonia, international division) with permission, is 
quoted saying” in remote Estonia such property [commercial] could be almost free” (see Appendix I) 
The specific accounting methods used in this project will now be outlined. Marginal costing has been 
chosen as the preferred costing method for this analysis. Marginal costing has been chosen for a few 
reasons: Firstly “marginal costing is a widely used technique and the principles are simple to 
understand and easy to apply” (Collis, et al., 2012). Where marginal costing is the process of 
calculating the variable costs of production, without directly taking overheads into account. This allows 
                                                 
1 http://www.stat.ee/wages-and-salaries-and-labour-costs 
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marginal costing to focus on the production element. Once all variable costs are accounted for, 
marginal costing calculates the contribution. Where “The contribution per unit is the selling price less 
the variable costs per unit.”(ibid, p.331) Once the contribution has been calculated, a break-even point 
can be made. The break-even point now takes fixed costs into account, where it simply divides fixed 
costs by the contribution per unit. The result is a forecast for how many units must be sold for the 
business to break even, where any units after this point generates a profit. One advantage of this choice 
for a start-up manufacturing company is that it is simple to use sales targets to forecast profit for the 
period. 
  
·    The sales forecasts, assume 50 units were sold on open, without the specifics of this number, it was 
an assumption that a soft sale before open, wi produce 50 customers interested, who pre buy the GPS 
Fixie. 
·         Cash flow statement- displays monthly totals for all debits and credits, summed to display monthly 
cash flow balance 
·         Statement of comprehensive income- yearly totals for all sales, and costs, used to calculate 
profit/loss for the period ending 1 year. With corporate tax rate of 25% to all profits 
·         Statement of financial position- taken from statement of comprehensive income (forecast) to 
display all assets, and equity (the forecasts don’t have the company take on liabilities) 
·         Discounted payback period- uses the theory of time value of money, to discount the total returns 
at exit period (end of period 3) to calculate the possible return on discounted investment. 
The company is structured with all material inputs being sourced from China (sourcing information, 
see Appendix F) From there the parts are shipped to a production facility In Estonia, where the product 
is processed , and finally shipped to the sales department in Copenhagen. Referring to Appendix G all 
of the material inputs have been listed, as well as the estimated cost of each process to finished product. 
This marginal cost arrives at the final cost of 1 Fixie bicycle costing 1145.9 DKK. 
The company then collects the overheads into two sub categories. The first being the production facility 
in Estonia. The facility was chosen because it is both close to the port in Tallinn, but also the labor 
pool of Tallinn (Details on the facility can be found in Appendix H). The overheads for both utilit ies 
and insurance have been estimated as an additional 30% of the rental price, each. A production lead 
has been hired, who runs the factory, and manages appropriate staffing levels according to production 
level. The production overhead assumptions stay consistent over the whole forecast period. 
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The sales department is located in Copenhagen, a site was chosen in Norrebro (Appendix H) this site 
was specifically chosen because it is big enough to also house the companies, administrative functions, 
repair, and storage. Utilities and insurance are also estimated at the same rate as the production facility. 
In addition, 3 full time employees have been hired, they manage, sales and administration. The store 
is open 10 hours a day, and it is assumed each employee has enough time to sell up to 8 bikes a day. 
Under this assumption, if monthly sales increase past the threshold of 480, contract employees are 
hired to handle the extra business. 
With This specific structure of the company, with the use of marginal costing, it is possible to detect 
how small changes in a scenario affect different aspects of the company’s profitability. The breakeven 
point will be discussed under scenario analysis.  
With costing methods, and data collected, the information is organized into Microsoft excel 
spreadsheets. The spreadsheets are all linked to the assumption sheet, allowing changing one variable 
to auto update all outputs. The spreadsheets: marginal costings, statement of comprehensive income 
(forecast) statement of financial position (forecast) and capital structure (forecast). 
Assumption spreadsheet can be found in appendix J  
With all prudent data collected into excel, four different forecasts will be ran. Of the four forecasts, 
there are two different models, and they have been setup, to allow for a comparison. The comparison 
is both, of the different outcomes between the same type of forecast models, and the different forecast 
models.  
The purpose of 4 different forecasts is to, run separate scenarios, based on different assumptions, as 
both a test to the potential profitability of the company, but also to attempt to build a more believab le 
forecast outcome. 
The diffusion factor (outlined in theory) of 0.38 is first chosen, as according to Bass (inventor of the 
Bass diffusion model) 0.38 is the most common diffusion factor (McRoberts, 2008, p. abstract). For 
comparison 0.28, was also taken, to provide a more conservative estimate for comparison. 
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3. Theoretical Framework 
 
3.1. Porters five-forces 
Michael E. Porter is a highly recognized Harvard Business School Professor, known for his 
multidisciplinary approach in ‘applying economic theory to complex systemic problems’ (Harvard 
Business School). For his work such as; his ‘Porter Hypothesis’ (early  1990s) on environmental policy, 
‘Creating Shared Value’ (2011) regarding corporations role in society, his work on value-based health 
care delivery, and  his early work on industry completion and company strategy, he has been awarded 
twenty-one honorary doctorates and multiple national and state honors. His application of economic 
theories on industry competition and company strategy made him a pioneer in understand ing 
competition and the necessary choices made by the companies in order to compete (Harvard Business 
School). On this note, this project choose to utilize Porter’s five forces (1979) as a framework for 
analyzing the industry of bicycles in Denmark, and create an awareness of the multiple factors a 
company should have in mind when starting a business or launching a new product. Furthermore the 
framework was chosen to provide the acquired knowledge needed in order to conduct a feasible 
competitive strategy for the company, thus leading to the company’s defendable position against the 
five forces. 
As the five forces needs to be understood collectively as well as individually to fully be able to grasp 
the complexity of an industry, and compose a feasible competitive strategy. In the following figure a 
summary of the five forces is outlined to give an understanding of each force as well as the interrelat ion. 
This is followed by a detailed description of the five forces; threat of entry, rivalry among existing 
competitors, substitute products, bargaining power of buyers, and bargaining power of suppliers. 
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Threat of Entry 
Porter argues that there are several threats a company will face when trying to enter an industry, if the 
company cannot overcome these barriers and ‘the entry deterring price’ it will not survive in the 
industry for long. The entry deterring price, as Porter describes it, can be understood as a break-even 
point for pricing, as it is essential that the expected cost of entry barriers (including risking 
retaliation)  are balanced out with a company’s structure of price for the potential forecasted entry 
reward. The industry entrance will occur, if the market’s price level is higher than the entry deterring 
price, thus ensuring a forecast profit on entry, however note that the entry deterring price are not based 
on the current conditions but the entrant’s expectations of future ones (Porter, 1980, p. 14). 
Another threat to entry is the six barriers of entry; (1) the barrier of economies of scale, occurs when 
companies increases the absolute volume per period, thereby leading to a decrease in the unit costs of 
a product. (2) Exiting firms have an advantage, as they have already established brand identificat ions 
and customer loyalty built up over long periods, thus generating product differentiation among existing 
and new products. To overcome this barrier, companies should expect start-up losses due to advertising 
and customer loyalty costs, further be aware of the fact, that it takes a profound amount of time to build 
up a name for oneself, (3) fairly related is the barrier of capital requirements needed to cover e.g. 
possible start-up losses, inventory costs, Research and Development (R&D), and other risky or 
unrecoverable expenditures, (4) the possibility of switching costs, that is the buyer’s single payment 
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reckoned when changing supplier and product (5) access to distribution channels, and (6) government 
policy influencing the industry (ibid, pp. 7-13). 
In addition Porter expresses other cost disadvantages to new entrants, independent of the above, such 
as; proprietary product technology, favorable access to raw materials, favorable locations, government 
subsidies and a company’s learning or experience curve. The latter will cause decrease the unit costs, 
due to individual operationals or functionals improvement in methods and increase in efficiency (ibid, 
pp.11-12). 
When entering an industry, retaliation from existing firms can occur, especially if the industry has a 
history of retaliate entrants, e.g. the car manufacture industry (Ford vs. General Motors),  or if the 
established firms have the power to fight back and lastly if there is a slow growth in the industry, as 
the existing firms will feel a depressing in sales and financial performance (ibid, p.14). Thus retaliat ion 
becomes another entry barrier to keep in mind. 
Porter, on the basis of the above, therefore argues that the crucial properties of entry barriers are; first, 
the entry barriers ability to change due to changes in the above conditions. Second, that the firm’s 
strategic decision can have a huge impact on the firm’s outcome, and last possessing skills and 
resources beyond others ability, can help in overcoming entry barriers cheaper than their competitors 
(ibid, pp. 14-15). 
Intensity of Rivalry among Existing competitors 
As firms are mutually dependent, Porter argues that “rivalry occurs because one or more competitors 
either feel the pressure or sees the opportunity to improve position” (ibid, p. 17). The intensity and 
style of such rivalry can differ in various ways, depending on the situation and involved companies, as 
well as the reason for rivalry. 
Reason for rivalry to arise due to; (1) slow industry growth, as earlier mentioned, can also cause rivalry, 
when needing to fight for market shares, (2) numerous or equally balanced competitors as some firms 
might occasionally think, that they can make strategic moves without others awareness. (3) High fixed 
or storage costs can in times of excess capacity, pressure firms to make price cuts. (4) Lack of 
differentiation or switching cost, (5) capacity augmented in large increment due to economies of scale 
(6) diverse competitors (7) high strategic stakes, and finally (8) high exit barriers, that could be caused 
by a fixed cost of exit, emotional barriers, government and social restrictions or by strategically have 
interrelationships that can be difficult to end (ibid, pp. 18-21). 
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The relation between the exit and entry barriers is essential in terms of profit and returns, as read from 
the following figure; A combination of a low entry barriers and high exit barriers, would generate low 
profit and risky returns. As there is a high exit barrier, competitors will not leave the industry easily, 
which could cause problems for the active firms on the market. The same will happen when the both 
the entry and the exit barriers are high, however as the entry is high the industry will exclude firms not 
having the ability to compete in an industry with high barriers.  An industry with both low entry and 
exit barriers is not particularly exciting, as everyone can come and go, thereby leaving the profit low 
but with stable returns. The profitable industry to enter is therefore the ones with high entry barriers 
and low exit barriers, leaving only the active companies on the market (ibid, pp. 22-23). 
 
 
Pressure from Substitute Products 
Porter defines substitute products as “other products that can perform the same function as the product 
in the industry” (ibid, p. 23), and further explains that these product can cause limitations on the 
potential returns, as they affect the industry’s elasticity of demand, by influencing its firms potent ial 
price limit. 
Firms should pay special attention to substitute products that are subjects to trends, or produced by 
high profit industries, as market share pressure due to development increase, in their own industry, 
often cause substitute products (ibid, p. 24). 
Bargaining power of buyers 
Buyers (defined as a unified term for industrial and commercial customers, as well as consumers) on 
the expense of the industry profitability, use their bargaining power to influence industry price decline, 
higher quality and service and instigating rivalry among competitors. If the following circumstances 
are present, the bargaining power of the buyers can be considered as strong (ibid, pp. 24-26); 
 It is concentrated or purchases large volumes relative to seller sales 
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 The products it purchases from the industry represent a significant fraction of the buyer’s cost 
or purchases 
 The products it purchases from the industry are standard or undifferentiated 
 If faces few switching costs 
 It earns low profits 
 Buyers pose a credible threat of backward integration 
 The industry’s product is unimportant to the quality of the buyers’ product or services 
 The buyer has full information 
 
It should be noted, that being selective toward buyers, a company can choose buyers that possesses the 
least threat to the company’s strategic posture (ibid, p. 26). 
 
Bargaining Power of Suppliers 
As well as buyers, suppliers (included labor) also have bargaining power that can possess threats to 
the industry by threatening with price increases and diminish of quality of goods and services, thus 
increasing their own profit. The conditions for suppliers’ powerfulness are in many ways a reflection 
of those of buyer’s power. For a supplier group to be powerful the following needs to apply (ibid, pp. 
27-28): 
 It is dominated by a few companies and is more concentrated than the industry it sells to 
 It is not obliged to contend with other substitute products for sale to the industry 
 The industry is not an important customer of the supplier group 
 The suppliers’ product is an important input to the buyer’s business 
 The supplier group’s products are differentiated or it has built up switching costs 
 The supplier group poses a credible threat of forward integration 
 
Generic Strategies  
Porter aside from the five forces argue that a company should decide on a generic strategy as the overall 
strategy for the company in order to outperform the competitors. As seen in the table below, these three 
generic strategies are; Differentiation, low cost leadership and focus, where the latter as implied are 
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focusing on a specific market segment, with a further focus on either differentiation or low cost 
leadership (ibid, pp. 35-39). 
 
  STRATEGIC ADVANTAGE 
  Uniqueness Perceived by the 
Customer 
Low Cost Position 
STRATEGIC 
TARGET 
Industry wide DIFFERENTIATION OVERALL COST 
LEADERSHIP 
Particular segment  
Only 
FOCUS 
 
3.2. Forecast Theory 
Tim Berry’s framework for forecasting sales growth for entrepreneurs has multiple suggestions on 
possible methods for estimating future sales growth. Amongst these suggestions the decision was taken 
to use the Bass diffusion model (named after the inventor Frank Bass); not least because he proclaims 
“I will share here that I used this same model for one of the most accurate sales forecasts I ever did 
professionally.” (Berry, 2010: Chapter 6, para. 26) 
 
Tim Berry explains the Bass diffusion model as employing a contagion effect (Berry, 2010: Chapter 
6, para. 14). He continues that the principle applies to many fields, but specifically uses biology, 
specifically a disease to illustrate. “The initial stage of growth is approximately exponential; then, as 
saturation begins, the growth slows, and at maturity, growth stops” (Berry, 2010: Chapter 6, para. 24). 
Likened to product adoption, every person who has adopted the product, through their network, 
distributes the qualities to others, essentially ‘infecting’ them as well. Where the contagion effect 
through the population, is the diffusion. The factor of diffusion is the rate at which a previous owner 
‘infects’ future owners, where the most common rate is 0.38 (Methods) 
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The bass diffusion model was specifically chosen from the multitude of methods presented by Berry 
because “The Bass model is a very useful tool for forecasting the adoption (first 
purchase) of an innovation (more generally, a new product) for which no closely 
Competing alternatives exist in the marketplace” (The Bass Model: Marketing Engineering 
Technical Note1). Where in reference to The GPS Fixie, the product has been classified as a new 
product entrant where no perfect competing alternatives currently exists (methods/porter) 
 
Tim Berry’s depiction of the Bass diffusion model is: (Berry, 2010: Chapter 6, para. 23) 
New sales =  owners ∗ (Diffusion factor) ∗ (non − owners/total population) 
This can be re written as: 
St = (N − 1t ∗ q)((m − N − 1t)/m) 
(The property of this equation is foremost the property of Frank Bass, with reference taken from Tim 
Berry’s depiction of the model) 
S(t)= New sales at time t 
N-1t= previous periods cumulative sales 
q= the coefficient of adoption 
m= the total constant market population, who will at some point adopt the product 
 
Where previously stated the sales growth at the beginning of the product is in effect exponential, Where 
N represents the amount of consumers who have adopted the product. From there, the function: ((m-
N-1t)/m) is the limiting factor. As consumers N can only adopt the product once, m-N-1t effective ly 
removes them from the contagion effect. Where Tim Berry explains:” As the installed base grows, 
however, each owner influences fewer at a time because so many people already own it”; The sales 
adoption model eventually peaks, and consequently new sales growth declines, where eventually (with 
rounded numbers) sales hit zero. 
The Bass diffusion model has “been used traditionally in marketing for capturing the lifecyc le 
dynamics of a new product, for forecasting the demand for a new product” (The Bass Model: 
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Marketing Engineering Technical Note1). Therefore, with reference to the characteristics of The GPS 
Fixie as a product, and Tim Berry’s suggestion of the models usefulness, the model was chosen. This 
model is the first of two models that will be applied to the forecast of sales for The GPS Fixie. 
 
A second model has been developed; the model has characteristics similar to the classic diffus ion 
model. The reasoning behind a second model is primarily based on the market characteristics of The 
GPS Fixie. Although the product falls under the required elements of applying the Bass Diffus ion 
model; the newness of the product and the lack of direct substitutes, The GPS Fixie is also a durable 
good. Therefore, the replacement period (of bicycles) has to be accounted for.  Not to discount the 
usefulness of the diffusion model, however, it does make the assumption that the target group will 
essentially run out and buy the product as soon as they have ‘heard about it’. 
 
The second model first has to define and constrain required variables. The first assumption is that the 
information, of the amount of innovators is known, where Tim Berry used 3% for illustration (of total 
target group) (Berry, 2010: Chapter 6, para. 13); where innovators are the first adopters of the new 
technology. This group is assumed to be interested enough in the product to purchase it as soon as they 
have ‘heard about it’, Where a classic diffusion model is applied to this group. (The model does not 
claim to own, or claim rights to, the diffusion technique, but instead offers this credit to Frank Bass, 
and merely applies the basic model he created, with added variables) 
 
Where m is the population of innovators (3%)  
Therefore the population of innovators is considered interested enough in the product, to buy it as soon 
as they have ‘heard about it’. 
S(t) = (Na − 1t ∗ q)((m − Na − 1t)/m) 
S(t)= new sales at time (t) 
m= total population of innovators 
N-1t= previous periods cumulative sales 
q= the coefficient of adoption 
The GPS Fixie December 18, 2014 
 
P a g e  25 | 118 
 
This equation solves the same as the basic diffusion model; Creating the classic bell curve sales of the 
innovators. 
The purpose of the next equation is not to find new sales numbers, but instead use the diffusion model, 
to calculate how many people of the total target group (mp) have heard about the product at (t) 
The next step is: 
Nh = (H − 1t ∗ q)((mp − H − 1t)/mp) 
 
Nh= new number of mp who have heard about the product but don’t buy 
mp= population of imitators (taken from our survey as the remainder of respondents who would buy 
at 3500) (it is assumed they want to buy the product, at some point, but not necessarily when they ‘hear 
about it’ 
H-1t = cummitive number of mp who have heard about the product at (t)-1 
q= same diffusion factor used in first classic bass diffusion model (so comparison can be made) 
 
The next step is to calculate for TH, where TH is the total cumulative amount of mp (total target group) 
who have heard about the fixie bicycle at (t) 
Th = Nh + H − 1t 
 
Next calculate for Sf, which is saturation factor, what percent of mp have heard about the product 
Sf = Th/mp 
 
Next solve for L where L is the number of the imitators who come onto the new bicycle market in the 
period, Where these people are interested to buy The GPS Fixie, if they have ‘heard about it’. 
L =  ((mp/r)/12) 
r =  mp/ls 
ls= life cycle for a bike, taken from total sales of bikes each year divided by population of dk) 
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12= months, since our project period is 1 year 
Next we solve for w where w= the number of imitators who buy The GPS fixie in the given period. 
W = SF ∗ L 
 
Next, and finally, solve for K, where K= the total number of bicycles bought by innovators and 
imitators in a given period 
K = W + S 
 
The below graph displays how sales are diffused between the two populations: innovators, and 
imitators. Blue is the innovators rushing out to buy the bike (when they first hear about it), than a delay 
as imitators decide its mainstream enough to buy. The imitators only buy the bike, when they come 
onto the market for a new bike and have ‘heard about it’. If they have not yet, been influenced by past 
owners, they will purchase a different bicycle, and leave the new bicycle market. Furthermore, as the 
size of the new bicycle market is known, the model limits monthly sales to not be higher, than the 
amount that was already being bought; Where in the latter months displayed on graph the market begins 
to saturate, as the diffusion function has predicted that most interested customers have heard about the 
product and purchase it instead of another bike they had planned to buy. 
 
As the Bass model has limitations for The GPS Fixie, so too does the second model. It has limited the 
sales (of imitators) of GPS Fixies, by the total number of monthly sales of new bicycles. Therefore, it 
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assumes, that there are no customers, who are sitting on the fence, In that, there are no customers, who 
don’t want a new bicycle at a moment in time, but who decide they do want a GPS Fixie once they 
have heard about it. Additionally, as the model constrains sales, to statistics on actual monthly sales, it 
assumes that no interested customer in the target market will decide to purchase a new bike sooner, or 
that they could be interested in owning more than one bicycle. 
 
Therefore, with reference to the two different models, in theory, sales would most likely lie somewhere 
between the two. Without more information, on customer behavior in relation to bicycle purchases, 
replacement period, or potential customers ‘on the fence’, constraining sales to actual monthly sales, 
is perhaps over constraining sales growth. 
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4. The GPS-Fixie 
The following chapter will further clarify the product and the service and what it entails. Furthermore, 
the different premises such as financial statements, competition, market observations and 
stakeholders/partnerships will be introduced. 
 The idea / Mission - vision 
 Competition 
 Demand 
 Financial statements and predictions    
 4.1. What is The GPS-Fixie? 
The GPS Fixie, is a bike with an integrated GPS tracker built into the frame.  It takes well tested GPS 
tracking technology and integrates it into a bicycle during the fabrication process. By building the GPS 
tracker into the frame, a potential thief can only access the device by cutting into the frame. The GPS 
device can be installed in different parts of the frame adding further security. Furthermore, during 
fabrication, the device is completely hidden within the frame, with no visual cues that this frame is any 
different from any other frame. This means from looking at the bike, a potential thief will be unable to 
detect that the bike has GPS protection 
 
The fact that the GPS device is not recognizable is the first line of defence for customers of “The GPS 
Fixie’. If a thief is unable to realize the stolen bike is being tracked, they will not take actions to try 
and disable the device. The second line of defence is that the GPS unit is not accessible. Therefore, if 
a thief has been able to identify ‘The GPS Fixie’ they either need to cut into the frame of the bike, 
destroying their stolen bike, or dispose of the bike. 
The device has a vibration sensor and after 15 seconds of vibration begins to record live GPS tracking, 
storing the information in a central system. The customer through an app or SMS can “unlock” the 
bike (similar concept to a car arm/disarm function). When a customer uses their bike, he/she disarms 
the bike, 2 minutes after parking the bicycle it auto re-arms. If the bike starts to move during ‘arm 
state’ (live tracking starts) the customer is notified through SMS, in the case of a theft, knows within 
seconds that their bike has been stolen and can live track its progress for recovery/notification to police.  
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The device is integrated into the frame, in possibly multiple locations. After arriving at the GPS 
location of the stolen bike, a 75db alarm can be activated (approximately 55db after insulating effect 
from the frame is factored in) to pin-point the exact location and/or floor of an apartment. 
Standby time is estimated at 6 months. When battery is low the customer is notified and attaches a 
custom charging unit to specific point on the frame where their exact device is installed (each customer 
is notified of the location upon delivery of the bike). 
 
There is a monthly service fee for use of the app and the storage system. 
The GPS bike solves the customer worry about the location of their bike. At any point they can check 
on their app or through SMS where it is located. If the bike is stolen they have a GPS location to inform 
police, and an alarm that can be triggered upon police arrival. 
 
4.2. Competitors 
An extract mapping of possible competitors will be presented below, this map will be utilized in the 
analysis, in order to make a competitive analysis and decide on a right strategy for the company. 
However the mapping was utilized in gaining an initial idea of how to price the GPS fixie prior to the 
survey, as knowledge about the competitors, helped to form the questions in the survey regarding this 
manner. Furthermore the knowledge about the competitors were a motivator, for designing a product 
more affordable for everyone. The full list conducted for this project is found in Appendix B. 
Brand name Product Price Complementing services 
Bicycle industry: 
Cheetah Fixie-bike 2599dkk  
Coaster Fixie-bike 3199dkk  
Fuji Fixie-bike 3699-32999dkk  
MBK Fixie-bike 2999-3199dkk  
Felt Fixie-bike 4499-6999dkk  
Tracking 
devices: 
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Diims GPS device underneath 
saddle 
399dkk 
120dkk for 1 year or 192 dkk for 2 years tracking 
Tail light 499dkk 
DanTracker GPS saddle tube device 1299dkk Set up fee: 150dkk 
Monthly fee: 20-30dkk depending on subscription 
SpyBike Covert tracking device $161 (964dkk) 
SIMcards are sold for $ , but it is possible to use your 
own SIMcard 
 GPS Seatpost tracker 1042dkk 
 Tail light GPS tracker 1042dkk 
The Cricket Silent saddle alarm device 
and Bluetooth tracker 
$39(233dkk) Free IPhone app 
Average price for fixie bicycle:    4240.8dkk 
Average price for tracking devices:  851.86dkk 
 
It should be noted that there are hundreds of competitors in the company’s chosen business, but due to 
time constraints in mapping them all, if even possible due to internet purchases, and as the mapping 
function is to create understanding, the mapping has been conducted by online searching around the 
two keywords ‘Fixie-bicycles’ and ‘tracking devices for bicycles’, as these keywords would be similar 
to the ones used by potential customers to find distributors or for purchase bicycles online. Companies 
producing other types of bicycles, should to some degree also be seen as competitors, for this project 
they have been excluded as these should have approximately the same price range, offering same 
services and have the same sort of strategies as companies producing fixie-bicycles.   
 
When looking at the competitors producing fixie-bicycles, it becomes evident that the price range for 
a fixie lies from around 2599dkk to 32999dkk, however high-end fixies, 7000dkk and up, should also 
be seen as limitations to this mapping, as their producers has a specialized themselves in high-end 
products and their target group would therefore be buyers wanting such a product. As the average 
price, according to these lower priced bicycles, was 4240.8dkk, it was therefore argued that the price 
for The GPS Fixie should be between the 2599dkk and 4240.8dkk, as this range should be considered 
as the lower range of fixie-bicycles. The initial price for The GPS Fixie were decided to be around 
2500dkk and 3500dkk, this was argued as wanting the GPS fixie to be sold cheap enough to gain mass 
market attention, but high enough to make mass cash, and even though there are numerous of the fixies 
sold for over 3500dkk, it has to be assumed that The GPS Fixie would be more attractive if sold under 
average price, and thus taking the average price of the lower range ((2599dkk + 4578.6dkk)/2) as initia l 
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loft for the price, thereby the price loft of 3419.2dkk, rounding up to 3500dkk. The initial price where 
furthermore tested in the survey to come closer to a final product price.  
 
The price of tracking devices, were in addition a factor in deciding the initial price for The GPS Fixie, 
as it could be argued that potential buyers, wanting The GPS Fixie primarily for its tracking service, 
might see the integrated product separately, therefore having an idea for how much they would spend 
on a bicycle, and that they would be willing to pay additionally for the GPS tracking option, thus also 
for the competitors’ products. Questions regarding the matter were also included in the survey. From 
the competitor map the cheapest tracking device is the Cricket to $39 or approx. 233dkk and the most 
expensive being the Helios sold for $279 or 1490dkk. The average price for the tracking devices is 
currently at 851.86dkk, which was initially seen to being too expensive, therefore it was expected that 
the survey results would disclose a lower value. The competitors will be analysed more thoroughly in 
the analysis chapter - analysing Porter’s five forces - competitor analysis. 
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5. Findings and Analysis 
The following chapter will further clarify the product and the service and what it entails. Furthermore, 
the different premises such as financial statements, competition, market observations and 
stakeholders/partnerships will be introduced. 
 5.1. Research Question 1 
What are the identified factors which affect demand for tracking devices on bicycles? Is there a demand 
for The GPS Fixie? 
Intro 
This chapter takes on a descriptive view of the survey output and identifies possible elements which 
affect demand of GPS tracking for bicycles. In order to, use these elements to figure out if there is a 
demand for the The GPS-Fixie. These findings will be underpinned by numbers, tables, and graphs 
and will additionally be used later in answering research questions 2, 3 and the problem formulation. 
 
 
 
As a quick note, the results showed a 
big spread in demographics, which to 
some degree was expected to begin 
with. That said, as shown in diagram 
(XX) there is a high response rate for 
21-30 year age group as well as the 
majority of respondent are from 
greater Copenhagen. Thus in order to 
be more concrete the project are only 
going to research the age group of 21-
30 year olds who live in Greater 
Copenhagen ending at the number 189 
respondents.  
The GPS Fixie December 18, 2014 
 
P a g e  33 | 118 
 
 
Neither gender will be used as a variable since the survey shows an almost evenly division in gender 
on all question. Thus, the demographic specifications are settled and won’t be analyzed upon, except 
for one or two generalized assumptions for the further analysis. 
 
Descriptive statistics. 
The first interesting result to look at it the frequency of thefts in the sample showed by question 7 
(Have your bicycle ever been stolen?). As seen by table below, 70,2 percent of respondents has once 
had their bicycle stolen. This shows that the problem that the product tries to solve exist and it connects 
well with the secondary data given by Danmarks Statistik (reference), that huge amounts of bikes gets 
stolen every year in Copenhagen.  
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That said, the data does though show that some 
questions didn’t give any specific indicators of 
important measurable elements. Such as, question 
5 (What is most important when purchasing a 
bicycle?) where the result showed an almost equal 
value, being that ‘Other’ mainly implicated the 
answer ‘Both’. Furthermore, question 11 (Why 
would you buy a GPS-tracker for your bicycle?) 
doesn’t indicate anything specifically because of 
the possible answers to some extend all covers the 
function of the product (which is a flaw in the question or possible answers) even though, the answer 
‘Retrieval’ is the most picked answer. That said, it is interesting to note that the question granting 
access to question 11; question 10 (Are you interested in buying a GPS-tracker for your bicycle?) has 
58 respondents (30,7 %) answering ‘Yes’. 
 
 
Thus an interest even in demand for GPS tracking (not integrated) on bicycles seems high. Though, 
when you look at question 12 (Would you buy a bicycle with an integrated GPS-tracker?) another 
number comes to light, the number of question 9 is more than doubled to 133 respondents (70,4%) 
answering ‘Yes’. 
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This correlation shows a growth in interest and demand on the premise of the GPS tracker being 
integrated into the bike. If question 16 (Would you be interested in buying a GPS fixie-bicycle for 
3500DDK?) is looked at in context of these two responses we end up with an answer in the lower end 
of the middle between these two questions being 77 respondents (40,7%) answering ‘Yes’ to the 
product at 3500DDK, this shows to some extend a correlation in either or both the product and price 
with interest/demand. 
 
 
Identification of elements 
As mentioned in the methods chapter, a crosstab analysis will be used to look further into the 
connections between possible questions. Since, it is shown that there is a large amount of bikes being 
stolen, it would be interesting to see if respondents who had their bikes stolen had a higher tendency 
to be interested in buying a GPS-tracker for their bicycle as well as being interested in buying a bicycle 
with integrated GPS-tracker, compared to respondents who hadn’t had their bikes stolen. 
As indicated by crosstab the reflecting respondent with or without stolen bicycle, was connected with 
interest in buying a GPS-tracker for their bike. As seen by the percentages in the first row respondents 
who had a their bicycles stolen had a 16% (35,6% - 19,6%) higher tendency to be interested in a GPS-
tracker for their bicycle. 
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The next crosstab analysis shows the connections between whether or not respondents had their bicycle 
stolen or not and if they would be interested in a bicycle with an integrated gps-tracker. Again the 
percentages of the first row shows a higher tendency of interest if the respondents bicycle had been 
stolen by 13,5% (74,2% - 60,7%) 
 
Even though the tendencies in both crosstabs are low it does show an increased interest in gps-tracking 
if respondent has had their bikes stolen. Consequently, they are identified as elements of increased 
interest. 
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These elements of interest, are seen as the underlying mechanism, which when activated, proceed to 
increase the perceived demand for the product. Where the driver, is the activation of the mechanism, 
or seen simply, the event that forces a respondent to respond more favorably towards perceived interest 
in the product. That is not to say a potential customer, needs to have an element activated by the 
preceding driver event, but rather, that they, according to the survey findings display a higher 
propensity to display interest in GPS technology for tracking, and consequently the product ; integrated 
GPS bicycle. 
 
Second part. 
As seen by the research question it is also asked if there is a demand for the GPS-Fixie. This could in 
short be answered by question 16 (Would you be interested in buying a GPS-fixie bicycle for 
3500DDK?) which shows a 40,7% interest in the product and thus a presumably very high demand. 
Consequently, the result is simply extracted from one question and seems exaggerated. In order to 
create a more valid assumption of possible demand for the GPS Fixie-bicycle the questions in the 
survey which reflect/ask about interest of buying a GPS-tracker being it integrated or not (questions : 
10 and 12) are correlated with question 16 to show the sample as a coherent and collected response to 
the product. 
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The table and the graph shows partial result of a crosstab analysis specifically showing the number of 
respondents who all said ‘Yes’ to questions 10, 12 and 16. Thus excluding everyone else who said 
‘No’ to just one of the three questions. This gives an end result of 35 respondents answering ‘Yes’ to 
all three questions. 
This number is as shown below used as a variable in the calculation of ‘likelihood of real purchases’. 
The ‘likelihood of real purchases’ is used in research question 3 for the calculation of the diffus ion 
model and is a generalized assumption on the 21-30 year old, population of 266.451 living Greater 
Copenhagen area (reference).  
Yesto product at 3500 dkk percent of sample =
77
189
∗ 100 = 40,74% 
Crosstab percent of Yesto product =
35
77
∗ 100 = 45% 
"Likelihood of real purchase" =  (266.451 ∗ 40,74%) ∗ 45% = ▁48848,46183 
 
To conclude, the “likelihood of real purchases” and a specific demand lies with the result of 48.848 
Copenhagen buyers in the age group 21-30 years old. 
 
5.2 Research Question 2 
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Analysis of Porter’s five forces 
Ahead of analysing the five forces, a competitor analysis should be made, as this would provide a large 
part of the information needed. An analysis of the five forces would lead to awareness of the company’s 
possible stand and position in the industry and underpin key focus point in its competitive strategy. As 
mentioned earlier, it should be noted that this project will not conduct a full industry analysis, as this 
is not necessary in providing a basic overview of the industry needed to answer the research question 
and the problem formulation.  
 
Competitor analysis 
In order to define our competitors, a description is needed of how the company understands their 
products function, and what industry the company is a part of; As The GPS Fixie bicycle primary 
function is being a bicycle, the firm is to be placed in the associated industry. As its secondary function 
is being a tracking device, it create two distinct competitors for the company; the first being the bicycle 
industry as a whole dominated by the firms producing fixie-bicycles as these are more similar to The 
GPS Fixie bicycle company. For this project it was chosen to see these collectively, as it takes on the 
assumption that the majority of this group would make use of the same sorts of strategies. The second 
groups of competitors were all the firms selling tracking devices to bicycles or firms which products 
could increase the security for bicycle thefts, as e.g. alarm bike locks, Bluetooth trackers and GPS 
trackers in various items such as tail lights, saddle devices, top caps, drinking bottle racks and bike 
locks. However using the graph below with results from the survey as an indicator for the price range 
for what potential customer would pay for such product, an 
average price of 332.5 DKK, it became evident that two 
firms, Diims powered by Commotive A/S and The Cricket 
by Flytrex Aviation Ltd., should be seen as a the nearest 
competitors as their products closest to the customers price 
range, thus also defining the rest as potential competitors if 
they were to make permanent price reductions, as their 
current prices range from approx. 750 DKK with a monthly 
fee and 900 -1300 DKK without any (further details see 
appendix B - list of competitors).  
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Porter argues that both existing and potential competitors should be analysis, yet this project will only 
analyze the bicycle industry as a whole and Diims, as the potential competitor’s future influence on 
the company would merely be guesswork. This also applies for the Cricket, as there was merely any 
information available about this company, as it just entered the market. A competitive analysis of 
Diims and the bicycle industry is as follows; 
Diims (powered by Commotive A/S) 
 
Product line: 
 Electronic tracking device – 449 DKK 
 Tail lights – 449 DKK 
Complementary product(s): 
 Tracking service – 120 DKK for 1 year or 192 DKK for 2 years 
 Battery – 50 DKK (exchanged every 12-24 months) 
Distribution channels: 
 Diim’s web shop 
 Other online web shops – 30 distributors 
 Physical shops via distributors – 354 shops around Denmark and 45 shops within the Greater 
Copenhagen area 
o Main distributors: 
o Mekonomen o STARK 
o Jupiter o Cykelexperten.dk 
o Cykelbanditten o LOKE Cykler  
Overall the distributors are; bicycle shops (chains and independent shops), builders 
merchants and locksmiths  
Strategy/Future goals: 
Commotive A/S goal is to be the leading within designing unique patented tracking platforms for 
optimizing the postal processes. This is to be achieved by its generic strategy of focus differentiat ion. 
It further wants to expand by diversifying into all tracking businesses that require the same technology 
as that they are currently in possession of. 
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Current strategy: 
Business unit goals 
Diims does not seem to be running together with the parent company; the only difference is the generic 
strategy for Diims that focuses on low cost leadership, as Diims is developed on the basis of knowledge 
about the technology, as its being similar to the other products that the parent company produces, 
therefore making Diims a cheap cash cow for CommotiveA/S. 
 
Corporate parent and business unit goals 
The company day-to-day operations are run by the company’s CEO Mikael Jensen, how is the founder 
and one of two owners of the company, with 75% (Jensen A/S) of the company shares. The last 25% 
is owned by LF Investment (A/S). The organizational structure must be considerable flat, as the 
company has 7 employees in total. The company is located in Aalborg, as they argue that this is the 
best place in Denmark for drive a company and do R&D’s(Commotive, webpage). The company, as 
mentioned above, produces tracking solution for postal processes and has since 2010 had contractual 
commitments with Post Danmark. The company’s generic strategy is therefore a focus differentiat ion, 
though the company is built on the basis of experience Mikael Jensen has acquired through his previous 
ownership of JMI Telecom Europe and DanTrack, the focus for Commotive A/S is the overall quality. 
In addition the company is not risk averse, when taking a glance of their annual report from 2013, as 
this shows that their cash flow has not as expected, as large investments were made in R%D’s. It should 
be noted that the annual report is applicable for every operation within Commotive A/S includ ing 
Diims. 
 Portfolio analysis 
Postal main focus, might be pressured into defend themselves by going into new 
businesses, that can provide them with some income (Diims a cashcow) 
 
Assumptions:  
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Based on its current position it believes that they are the leading in their industry. As Diims is a 
substitute product in another industry, it does not consider competitors of Diims as a threat to the whole 
company. 
 
Offensive strategy: 
Even though the company seems satisfied with their current position in the industry, they still plan on 
diversifying into new businesses. Yet based on the annual report from 2013 and not knowing what 
products they have in development at the moment, it does not seem like they would be able to hit these 
new businesses strongly in the nearest future, as the company does not have the finances to do so.  
 
Defensive strategy: 
One the basis of the above, Diims as part of Commotive A/S would be vulnerable to the GPS fixie if 
it enters the market, as it has the ability to out power them on multiple accounts, as further discussed 
though out this chapter. Launching the GPS fixie, would provocate Commotive A/S to spend more on 
advertisement and empower customer credit, as retaliation. This could be quite affective as they have 
established a brand for themselves i.e. through media coverage on TV2, further it has numerous 
distribution channels which makes the product more convenient    
 
The bicycle industry 
Product line: 
 Multiple of different bicycles including fixies  
 Bicycle gear (tail lights, bicycle helmets, etc.)  
 Bicycle clothing (tights,  gloves, outerwear)  
Distribution channels: 
 Bicycle shops ( chain shops and independent shops) 
 Webpages linked to a physical store 
 Webpages not associated with a physical shore 
 Own web shop (is however not everybody) 
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Strategy/Future goals: 
The main future goal for every company is to be able to survive, this is primarily going to be obtained 
by having low cost leadership or differentiation as its generic strategy, as focusing on a market segment 
might not be the right decision for the majority of companies in this industry. If wanting to be different, 
the companies could achieve this by differentiate themselves through brand, quality and/or price. In 
addition a strategy or goal could for the company be to sell their product through as many channels as 
possible. 
 
Current strategy: 
There are currently no single companies that stand out in the industry. Companies producing fixie-
bicycles, have different strategies in relation quality and price, however the majority is trying to value 
their bicycles at a level that is affordable (under 7000DKK), and within this projects list of competitors 
1/3 of the companies are pricing their bicycles under 3500DKK, thus applying a low cost generic 
strategy, there the prices are kept down by producing outside of Denmark, as in 2011 only 23 bicycles 
was registered as produced in Denmark (Berlingske medier). Furthermore there are companies trying 
to differentiate themselves through brand awareness and expanding their product lines to include 
bicycle gear and clothing. In addition, the industry seems to diversify depending on trends more than 
own initiative, however could depend on different factors, such as company size and level of risk the 
company is willing to take.  
 
Portfolio analysis 
Selling bicycles is the majority’s income source and priority, bicycle gear and clothing 
subsequently it the company even sell these. The companies that do either produces their 
own gear others sell the parts they buy from suppliers, if they are selling their own brand, 
these companies might slightly prioritize these product to get an advantage over other 
competitors. 
 
Assumptions:  
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The assumption that the companies can have about themselves can be numerous, yet the narrowed 
down to some few options; Satisfied with their position in the market and the way the current flow in 
the industry, satisfied but still wanting to expand either within the business or in new businesses, not 
satisfied and thus want to improve their position e.g. by expanding or redefine their strategy for the 
firm. The assumption of self, would then affect how they see the industry. It could though be assumed 
that the larger and more established companies is currently is being threaten by the prosperity of the 
smaller companies, as they from 2011-2013 increased their gross profit with 26% (Berlingske). 
 
Offensive strategy: 
Based on the assumptions, it is currently hard to define who there would be satisfied with their position.  
Even though the smaller companies have gained more market shares, they might be satisfied with the 
position they have gained the last couple of years. The larger established firms might want to fight 
back by new R&D’s or diversify by adding more products in their product line that they think would 
provide them an advantage. Some of these firms might instead have accepted these changes, and 
instead focusing on defending their share of the market. 
 
Defensive strategy: 
Launching of the product, if popular, it could be costly for the competitors if they give in to the trend 
and tries to copy the GPS fixie, in order to defend their market shares. This might not be in everybod y’s 
liking, thus this reason for vulnerability would also cause provocation and retaliation from the 
competitors, in the several of possibilities as already mentioned.  The Effectiveness of retaliat ion 
depends on the individual company’s moral and financia l capability, though if the industry gain up on 
the GPS fixie company, it could be very effective, with several consequences for the company and for 
the industry. 
 
Entry Barriers 
Entering the bicycle industry, may not be unproblematic for the company, as The GPS Fixie bicycle is 
merging two products, the product automatically differentiate itself from other available products on 
the market, and thereby risking being a subject to retaliation. This being said, the well established 
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companies in the industry would already had created a brand for themselves and build up customer 
loyalties, thereby given them an advantages, although they still might want to defend their market 
shares, contrary to the not as established firms in the industry, that might need to retaliate in order to 
survive. Diims, being a cash cow, might also feel threaten by The GPS Fixie bicycles entry, as their 
market shares would decline, on the other hand, it might not see The GPS Fixie bicycle as a big threat, 
as the product is more costly compared to Diims. Furthermore both industries might see The GPS Fixie 
bicycle, less threatening when contemplating the product as a fixie-bicycle, as its market are relative ly 
small and not everybody produces this type of bicycle, furthermore it have become a trend for people 
to build them themselves, thus making the market for the product even smaller, as it could be 
assembled, in private, for a fraction of the cost. Should the industry decide to retaliate , the strategy for 
a such, could be anything from; increase in service and advertisement, to price reductions and 
slandering of the product, in order to create bad rumors and ambiguity about the matter. However this 
is pure assumptions, as a thorough analysis of retaliation strategy is unaccounted for, due to limitat ions 
of not conducting a complete analysis. 
 
Another entry barrier, related to the above, is the access to distribution channels as both Diims and 
bicycles are available in various web shops and available for purchase in store in almost every single 
area of Greater Copenhagen. The initial idea for selling the GPS fixie-bicycle, was to sell them online 
through the company’s own webpage as well as having a store with a showroom located in the center 
of Copenhagen, even though that the store could become a disadvantages in the innovation period, due 
to a slow market start, it could in the end be one of the company’s greatest advantages. The choice of 
distribution channels could cause a problem as people that do not live close by, but would like to have 
seen the bicycle prior to purchasing, would have to find the time, and a transport solution, to visit the 
shop. If the buyer, however does have doubts about whether the GPS fixie is the right product for 
him/her, potential buyers would be lost, due to competitors being more convenient, as the latter’s 
distributors can be find almost everywhere, further substantiated by the survey chart below indicat ing 
that 74% of the potential buyers would buy a bicycle in retail stores or in bike shops. 
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Further a related problem, doing the company’s entry period, could be that people do not know that 
the product has been launched. These two scenarios could be dealt with by spending generously on 
advertisement and marketing, in order to create brand awareness among different market segments, 
which would lead to the target group getting aware of the product either directly through these 
strategies or by mouth-to-mouth communication, as the latter would be the company’s main marketing 
strategy, the company’s forecast have been based on this (further details will follow in research 
question III)  
As almost every condition for high entry barrier is present, and would most likely be applicable to 
other companies wanting to enter the industry, and as the majority of companies in the industry do not 
have contractual obligations, it could therefore be argued that the entry barriers are high, but the exit 
barriers are low, thereby providing the industry to be high on profit with stable risks, as further 
explained in the theoretical framework, are the most desired kinds of markets. 
 
Substitute Products or Services 
When entering the industry, The GPS Fixie bicycle would be seen as a substitute product, as descripted 
above, due to its dual function. This might potentially start a trend in the industry that should be seen 
as a threat for the company as well as existing companies. As these substitute products comes into 
play, they could increase their price-performance trade-off with the existing products of the market, in 
the same way as The GPS Fixie bicycle were assumed to do when entering the market, thus meaning 
that if the company does not create brand identity and costumer loyalties before such trends emerge, it 
may be struggling for market shares when the time comes. In addition the company should, when 
economically possible, start new R&D’s for new types of bicycles, thereby expanding, hopefully, 
17%
74%
9%
Total percentage of amount of answer 
divided by possible answer
"In which way would you purchase a brand new 
bicycle?"
Online
Retail and Bike Shop
Never a new
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before the trend starts for good, in order to defend its market share and to expand, so the company 
would still take the leadership for its product. The latter is argued on the fact that this trend would most 
likely concentrate on more common bicycle types, instead of the fixie-bicycle, if this trend where to 
succeed, the company would be faced with some serious problems in regards to market shares, which 
it may not be able to overcome. 
 
Bargaining Power of Suppliers 
This project will not go into details with the bargaining power of suppliers, as their bargaining power 
is relatively small, as the market for bicycle materials utilized in producing the product is numerous. 
In regards to the labor, the power is greater, as the employees are specialized skilled workers it would 
be harder to find replacements for them, yet not impossible, thus, therefore argued that it does not need 
to be accounted for in depth.  
 
Bargaining Power of Buyers 
The buyers should for this analysis be understood as the potential costumers of the product, as the 
product would not be sold to retailers as a part of the entrance strategy, but would eventually be sold 
to the manner, as a part of an evolution/expansion plan.  
 
When looking at the circumstances that Porter highlights as indicators for the degree of power the 
buyer could have, the buyer’s power are enhanced as the product would represent a significant fraction 
of the buyers disposable income, thus making the buyers more selective when purchasing bicycles. As 
there are numerous of bicycle producers, types and models available on the current market, the buyer 
becomes more powerful, as they can choice any bicycle that fits their need, in regards to price, quality 
and service. As described in the ‘GPS bicycle’ chapter (4), the average price for a fixie-bicycle in the 
lower range is 4240.8 DKK, this should be in the buyers favor, as the market price for The GPS Fixie 
is 3500DKK. That approximately a 1/3 of the competitors listed in the appendix B – list of competitors 
offers fixie bicycles between 2599 - 5399DKK, would give some power to the buyers. Though as the 
survey indicates that 70.4 % of the target group would buy a bicycle with an integrated GPS tracker, 
the company has significant advantages, as The GPS Fixie is an innovative pioneer on the market, 
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therefore if the buyers attach importance to this quality, their bargaining power dissolves in wanting 
this product. Yet an increase in the buyer’s power rises on the fact, that only 40.7% of the 70.4% would 
want to buy a fixie-bicycle (see graph below). 
 Would you be interested in buying a GPS fixie bicycle for 3500DKK 
 Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Yes 77 40,7 40,7 40,7 
No 112 59,3 59,3 100,0 
Total 189 100,0 100,0  
 
When further analyzing the buyer’s power in terms of the GPS Fixie-bicycle being an integrated 
tracking device, the buyer’s power declines as the product is the only one out there, as mentioned 
above, with Diims and The Cricket as nearest competitors. Yet this bargaining power would somehow 
be neutralized, as the switching cost for the GPS Fixie-bicycle are higher than Diims’, as the customer 
needs to buy a new bicycle in order to use the tracking system. As the survey indicates that 30.9  % (se 
graph below) of the target group would buy a non-integrated tracking device, The GPS Fixie bicycle 
still has that advantage. 
Are you interested in buying a GPS tracker for you bicycle 
 Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Yes 58 30,7 30,9 30,9 
No 130 68,8 69,1 100,0 
Total 188 99,5 100,0  
Missing System 1 ,5   
Total 189 100,0   
 
Another advantage The GPS Fixie has over the buyers’ power is their average price for a non-integra ted 
tracking device being 332.5 DKK (see graph below), thereby making The Cricket, at a cost of 
233DKK, the only product within the buyers price range. This therefore leaves potential buyers the 
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choice of buying The GPS Fixie or The Cricket, by which the statistics talks in favor for The GPS 
Fixie. Thereby the bargaining of the buyers can be concluded as low to medium, as they still have 
some alternatives to The GPS Fixie.    
 
The GPS Fixie’s position in the bicycle industry and its competitive 
strategies 
The company has a focused and differentiated generic strategy, as it is only focusing its effort on a 
specific target group, being the 21-30 years old interested in an integrated fixie-bicycle with the GPS 
tracking opportunity. The company should focus on being differentiated from other products, even 
though there also is a focus on being affordable, this should however only be seen as a secondar y 
advantage as it is the differentiation that will make the product stand out and profitable, not having low 
cost leadership. With a market price at 3500DKK and a service fee of 20DKK a month, The GPS Fixie 
could definitely, in regards to price and bargaining power of buyer, overcome the entry barriers and 
become well established in the industry. However the company should expect retaliation, as indicated 
in the competitive analysis of Diims and the bicycle industry, as none of the competitors would ignore 
such a product entry. Individually the competitors would not have much power in regards to “remove” 
The GPS Fixie from the market; however they could retaliate in various ways as mentioned earlier. 
The retaliation possessing most threat to the company would be if the competitors should start copy 
the product with a generic strategy of low cost leadership, this producing integrated bicycle models 
more mainstream and easier to sell to a larger market segment, than chosen for The GPS Fixie. The 
best strategy would therefore be to introduce another product as fast as economically possible, as 
described above.  In this way the company would still be able to defend its market shares and make a 
statement to the competitors. In addition it would be wise for the company to financially prepare itself 
against retaliation before launching, by accounting for this in the budget, together with a sum for 
advertising should also be considered in order to promote the product.  
This described position should be seen as an initial positioning as an important part of the position 
depends on the company’s financial statement, which would be provided in the following chapter.  
 
 
5.3 Research question 3 
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This section will now use the forecast models set out in theory chapter 3 to analysis the different 
forecast outcomes on the financials of The GPS Fixie. The forecasts will be divided into 4 sections: 
1.    Bass Model: diffusion factor: 0.28 
2.    Bass Model: diffusion factor: 0.38 
3.    Experimental Model: diffusion factor 0.28 
4.    Experimental Model: diffusion factor 0.38 
There will be an indication of their separate outcomes, highlighting the most crucial points in the 
forecast including: break-even point, profits/losses, capital requirements, and finally return on 
investment. Finally a comparison of the different models and their respective diffusion factors will be 
structured as an attempt to suggest the most likely outcome. 
The potential market size is in reference to the findings from research question 1. 
 
1.    Bass Model: diffusion factor 0.28 
Applying the Bass diffusion model with a diffusion factor of 0.28 generates very positive results.  As 
displayed on graph below the break-even point is achieved relatively early, at month 9. 
 
After break-even, sales continue to climb with an eventual peak at month 29, and then, as predicted by 
a bell shaped new sales curve, they begin to fall rapidly. Applying the Bass model with diffusion .28 
requires an initial capital investment of 405,167dkk in order to maintain a positive cash balance . 
Although not displayed on the graph the declining sales will eventually hit zero, where new sales will 
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not cover expenses. This suggests that the company should diversify product offerings, move to a new 
geographical market, or shut down operations after sales decline. 
Additionally, the first year predicts a loss of 31,061 dkk. Year two and three both show very favourable 
profits after tax of about 13, and 40 million dkk respectively. Therefore, as a potential investor 
investing the 405,167 in cash plus 300,000 needed for equipment, and an exit at the end of year 3 
would give a discounted return (10% cost of capital) of 55.8 times initial investment. 
 
2.    Bass Model : Diffusion factor: 3.8 
Due to the extremely favourable rate of return, using a diffusion factor of .28 the second model utiliz ing 
.38 will only be lightly touched upon. Break-even occurs at month 6. Profit for each of the 3 years 
would be: year 1: 1,198,134, year 2: 40,174,784 and year 3: 15,888,537. Requiring capital investment 
of 300,000 for equipment and 247,590 for cash purposes. This forecast predicts a discounted return on 
capital of 78.5 times. 
 
According to Tim Berry “A market forecast should always be subjected to a reality check.”(Berry, 
2010: Chapter 1, para. 21). Therefore, looking over the two forecasts utilizing the basic Bass diffus ion 
model, it appears to be an extremely favorable outcome; With either of the assumed diffusion factors, 
The GPS Fixie Company is not only very profitable, but both forecasts end year 3 with over 50,000,000 
in cash. Before, a judgement of its realistic value of forecasting future sales of The GPS fixie with the 
Bass diffusion model, underlying reasons for such an outcome can be routed out. 
 
The Bass diffusion model, applies to new innovative technologies. Yes, The GPS Fixie, as discussed 
in the theory chapter can be categorized in this manner. However, the Bass Diffusion model is 
assuming that any potential customer, who has illustrated interest, and demand in the product through 
the survey, will rush out to buy the bike as soon as they have ‘heard about it’; irrespective of, for 
example, if this person just bought a new bike or not. Furthermore, peak sales achieve over 4000 new 
Fixie bikes a month. This would seem unlikely as average monthly sales of new bike within the target 
group 21-30 is roughly only 2000.(Copenhagen’s population of 21-30/total Danish population/yea r ly 
sales/12). Additionally, the sales shop located in Norrebro, would be selling over 130 bikes a day, 
reasonably unlikely sales volume to be handled, requiring a second, or third shop. 
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Whereby, the results of running the forecasts with the Bass diffusion model leave conflicting outcomes. 
The Bass diffusion model is widely recognised as useful in predicting the sales growth of a new 
product. With a plethora of papers, either utilizing the model, or adaptations of it; but the reality check 
casts doubt on whether these sales figures seem reasonable. 
 
3.    Experimental model diffusion factor: 0.28 
Applying the Experimental model with a diffusion factor of 0.28 results in a much different sales curve 
than the Bass model. (graph) 
 
Under the assumptions of this model, the break-even point, infact, occurs twice.  The first break-even 
is at month 10. Then in month 20, the sales are lower than total costs, staying this way for 6 months, 
breaking even again at month 26. In accordance with the projections stipulated in the theory chapter, 
sales do decline after the initial peak of innovator adoption. The time lag between innovator adoption 
and mass market acceptance is the underlying cause of dip in sales. The profit/loss projections are very 
different from the first two forecasts. Year 1 is -391,476, year 2 is 256,492, and year 3 is 1,901,986. 
The capital requirements are similar across all forecasts, coming at 465,818 in cash, and 300,000 for 
equipment. However, the discounted return on investment is a much more modest 107%. 
 
4.    Experimental Model: diffusion factor 0.38 
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The experimental forecast model applied to a diffusion factor of 0.38 is similar to the previous forecast, 
but naturally the rate of adoption is higher. 
 
This model predicts the break-even point at month seven. With the diffusion factor being a higher 
intensity, the result, is a steeper sales increase amongst imitators. The steeper sales increase predicts 
that the market for new bike sales, amongst interested customers, begins to saturate in the latter half of 
year 3. With sales firing on all cylinders, the results on profits are much more favourable compared to 
forecast 3. Profit after tax year 1 is 165,623; year 2 is 784,490, and finally 4,396,026 ending year 3. 
Finally, the forecast predicts a discounted return on investment of 698%; the higher return is a 
combination of higher sales, and lower capital required, where the forecast assumes the 300,000 for 
equipment, plus a lower (compared to previous forecast), 275,308 for cash purposes. 
 
While comparing the results of the 4 forecasts, first the implications between the two separate forecast 
models will be concluded upon. The Bass model presents a forecast, where, any apt investor would be 
throwing money at the company; where perhaps, after applying a ‘reality check’ these results are 
unreasonably rosy. Not as a suggestion of the fallacy of the model, but more, that it’s perhaps not fully 
appropriate for a new innovative durable goods, such as The GPS Fixie. 
 
Therefore, the results of the experimental forecast will be applied to the discussion chapter of this 
paper. Not to be taken as a claim that the forecast is true, naturally, “All forecasts are wrong”(Berry, 
2010: Chapter 1, para. 19);but instead as a suggestion, that in comparison to the Bass model, the 
experimental forecasts results are closer to a possible ‘reality’. 
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As suggested in the forecast theory chapter, there is a set of characteristics that can be argued for; 
comparing The GPS fixie, to smartphones. Most notably, both ‘products’ pass the test, as being 
innovative, and without directly competing alternatives. Additionally, both products, although new, 
are arguably still characterized by their main functions: a phone, and a bicycle. They both offer the end 
user added features, as their distinctiveness/newness. Therefore, (referring to the Bass diffusion model) 
it is unreasonable to assume, all users of mobile phones, and bicycles respectively, will run out to 
replace their current models; which still serve their base function. That said, the innovative, or superior 
product, will still catch interest of consumers, but the products actual purchase also depends on the 
lifecycle of their predecessors. 
 
For illitrative purposes only, the graph2 above is a result of actual smartphone sales over 21 periods, 
Where if assumed that The GPS Fixie and smartphones have a set of similarities, than the forecasts 
from both experimental models, and the actual sales figures of smartphones show, also, similarit ie s; 
with both an initial bump in sales, followed by a drop, stagnation, and finally market take off. 
                                                 
2 http://www.theguardian.com/technology/2012/may/16/android-smartphone-market-50-percent 
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Therefore, the most likely outcome, as many variables would eventually affect real sales, lies 
somewhere between the experimental forecast with diffusion of 0.28 and 0.38. displayed on graph 
below (cash flow displayed) 
 
Concluding on the findings, The Bass diffusion model, in its basic form, forecasts a position, too 
favorable to pass Tim Berry’s suggested reality check. Using principles of the Bass Diffusion model, 
applying the constraint of lifecycle, and product replacement, the experimental forecast model presents 
a more believable forecast. Where Tim Berry explains “sales forecasting isn’t really about being right. 
You’re not going to guess the future correctly”(Berry, 2010: Chapter 1, para. 18); but instead to use 
available data to attempt to construct a ‘believable’ forecast. That said, as discussed  in the theory 
chapter of the forecast models, the experimental model, also is not accounting for ‘customers on the 
fence’ or the ability of a product to change customer behavior in relation to replacement period; 
therefore, the experimental sales forecast has, potentially, over constrained the adoption of The GPS 
Fixie into the broader population. Where the “true test of a theory is an attempt to falsify it” (Olsen & 
Pedersen, 2008, p. 155), which only supports the incompleteness of the theory. Therefore, without 
more information on the behavior of bicycle owners in Greater Copenhagen, the sales Forecasts for 
The GPS Fixie, most likely lays: somewhere between experimental forecast .38 and .28, and, predicted 
by the Bass diffusion model, somewhere between the two models results. 
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6. Discussion 
A discussion of the relevant findings, undertaken through the research of the three research questions 
will now be presented, both the implications of the findings themselves, and how they pertain the 
problem proposed at the beginning of the research.  
 
The discussion will be formulated, with reference, to the model presented under critical realism, to 
chronologically apply the findings to each research question, and consequently how the findings apply 
to the model, with the goal to present recommendations to the problem. 
 
Research question one, through a survey attempted to explore, the level of demand for a GPS fixie. 
Through the survey, first and foremost, a considerable interest was displayed in the technology. Where 
70,4% of respondents generally displayed interest in GPS bicycles, when they answered ‘yes’ to the 
question 12 “Would you buy a bicycle with and integrated GPS-tracker?”. whereby its concluded that, 
as a representation of the target population, that there is a high level of interest in a bicycle with 
integrated GPS technology. Furthermore, 40,7% of respondents agreed that they would be interested 
in purchasing the GPS fixie.  
 
These results represent the findings to the first aspect of research question one; is there demand for 
The GPS Fixie. However, in order to reflect on which elements could be affecting this demand, the 
second part of the research questions findings will paint a more complete picture.  The survey questions 
10 and 12 are used to explore whether a respondent has had a preceding mechanism activated, through 
what is termed the driver. The drivers, are connected to whether a respondent has preceding the time 
of the survey, experienced a bicycle theft. As the theft of a bicycle is seen as ‘customer pain’ it is 
logically concluded that the hypothesis “demand for GPS tracking technology is higher in respondents 
who have had a bicycle stolen” is an apt direction of research. the findings support this 
hypothesis,  Where respondents who had a bicycle stolen they had a 86,7% higher likelihood to answer 
‘yes’ to question 10 “Are you interested in buying a GPS-tracker for your bicycle?”, and a 22,2% 
higher likelihood of answering ‘yes’ to question 12 “Would you buy a bicycle with and integrated 
GPS-tracker?”.  
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These preceding demand drivers, are seen as the activated empirical event, which activates a dormant 
mechanism, where the mechanism: stolen, when activated respondents are driven towards answering 
YES to one of the interest elements, The interest elements, are those who have displayed a yes towards 
GPS tracking technology. The two elements: question 10 and 12 are then assumed to affect the end 
demand in the actual product displayed: The GPS Fixie for 3500 Dkk. Where the end results of most 
likely to buy have been taken as: percent/total number 
 
Through the research on which elements ultimately affect demand, in reference to the open system of 
critical realism, more elements were detected. For example, one or more elements where affecting 
respondents interest from a GPS bicycle to The GPS Fixie. As these elements are outside the scope of 
this research they cannot be directly accounted for. However, a realization of these mechanisms, and 
how they interact with known elements, would further clarify the findings to: which elements affect 
the demand of The GPS Fixie. Additionally, although the hypothesis that there is a connection between 
respondents having a stolen bike, and their consequent interest in the product, is held to be true.  
 
The findings from research question one, both helps to constrain a potential demand, but also leaves a 
situation where, many possible aspects have not been addressed., the results from analysing the survey 
have not accounted for enough unknown elements, where the results of the elements on demand, and 
the consequent demand figure used, are, at best, a suggestion 
That said, the findings, do undoubtedly display an interest in the product. 
 
Through the application of the forecast models, additional missing elements were detected, suggesting 
that both forecast models are incomplete in their scope. As discussed under research question 3, the 
models are missing taking into account additional variables. Most notably the unknown elements of: 
fence customers, product lifecycle time horizon adjustment, and double ownership. Where if these 
elements had been researched through the survey and consequently added to the forecast models, a 
more precise forecast of sales would have materialized. Additionally, according to Porter’s five forces, 
especially competitive strategy, he stresses the importance of marketings effect on the outcome of a 
company. This element, if accounted for, would also contribute to a more complete picture of where 
The GPS Fixie would stand, and ultimately if it could be a success. 
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Unknown elements aside, applying the known elements to the forecasting still paints a useful picture 
of, how the financials could look for The GPS Fixie. Taking the financial findings from the second 
forecast model, suggests that the company could have financial viability. A discounted return of 
between 107-598% after 3 years does suggest that launching the company has the possibility of a 
desirable return. Where the average between both forecast outcomes results in a discounted return on 
investment of 438%. However, it is outside of the scope of this investigation to conclude on, what level 
of return is required from potential investors. 
 
Through the use of marginal costing, and with the input information from suppliers, shows that the 
contribution per unit, is also favorable. However, the choice of having a production facility in Estonia, 
is perhaps, over ambitious. For example, almost 12,000dkk a month is used on a production lead; but 
in many of the earlier months this lead would be overseeing the production of just a handful of bicycles 
a month. The same issue applies to the sales shop in Copenhagen. However, the survey results returned 
that 74% of respondents prefer to purchase a new bicycle in person, essentially requiring a physical 
location for the company. 
 
Additionally, market take off, when the product becomes mainstream and is adopted by imitators, does 
not get rolling until year 3. Therefore, as Tim Berry warned “some companies always wait for that 
moment [market takeoff]” if that take off point never comes, the company has a very low chance of 
being profitable. 
 
As a company’s financial position is an important element when analyzing Porter, as he argues that it 
is only recommended for a company to enter a market, if it can overcome the entry deterring price, 
which taking the average outcome of both experimental models of 0.28 and 0.38, predicts the 
discounted payback period to achieved at month 14. Where according to porter, if expected rewards to 
enter an industry are higher than the barrier costs of entrance, a company will enjoy high profit returns, 
and should enter. Therefore, the entry deterring price, is simply discounted payback period predicting 
future cash flows to be positive. Taking this into account together with the rest of the financ ia l 
statements for the company, and the initial analysis of Porter’s five forces, it would appear that this 
company has a good prospect of being successful.  
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This said, it has not yet been argued for how aggressively the company should hit the market, however, 
as there in the company set-up is already accounted for a production facility in Estonia, as mentioned 
above, and accounted for a store with enough space for a showroom in Copenhagen, joined with the 
fact that the approximated market share average between two assumed forecast models is 17.2% of all 
new bicycle sales within the age group 21-30 within Copenhagen at month 36, it should be evident that 
the company are focused on hitting the market hard. Hitting the market hard, would predictably cause 
more retaliation from competitors, however as the forecast models has not accounted for this, it could 
therefore not be argued for certain whether the company could survive strong retaliation.  
 
It could therefore further be argued if the industry analysis have underestimated the power of 
retaliation, as there in the analysis is not accounted for such extremes, but merely analyzed it from a 
more normative entrance. This being said, the retaliation strategies of competitors should still be 
considered the same, regardless of this fact. However at it seems unlikely that new entrance normally 
would predict a market share at 17.2% within its first 3 years, the power of the retaliation could be way 
stronger than expected, as no competitor on the market would except the matter. It could in relations 
also be discussed if the market would except a product like The GPS Fixie on the market, as The GPS 
Fixie would reduce the massive demand for bicycles, provided that the product would perform as 
intended. It could therefore be argued that the industry unitedly would retaliate against the company, 
which in worse case scenario could cause the company to be forced to leave the market.  
 
If the company could survive the attack from the competitors, it should seriously consider  to extend 
their product line, as argued for in the industry analysis, if not the company could have a hard time 
defending their market shares, if the competitors were to copy the GPS fixie. It should therefore be 
considered whether it could be possible to patent the product, as this legally would protect the company 
from copycats. Regardless, the company should produce other models, as 70,4% of the respondents 
from the survey were interested in an integrated GPS bicycle, just not the fixie. According the finance 
of the company, the company would be able to start R&D in year 1 and introducing the new model in 
year 2. This could be an advantage or disadvantages depending on the competitors speed of R&D’s, 
vertical integration and capital, it would be preferable to introduce a new product sooner to further 
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support the aggressive strategy, and to insure being the leading on the market of integrated GPS 
bicycles at all times. 
 
As implied earlier in the discussion, there is a great deal of elements not included in the project, it 
therefore leaves to wonder, if a complete analysis of the different elements would have provided more 
clarity or made it even more abstract to understand this company’s opportunities. This also leads to 
question the validity and trustworthiness of business analyses in general, as many of these are based 
on generic frameworks, such as Porter, it could therefore be argued that the application of such 
frameworks (especially forecasting a hypothetical company) can only produce an indication of success; 
the framework can never be encompassing enough in scope, to be related 1:1 with reality. However 
more important for this project, it leaves one to speculate, if all the element had been included in the 
analysis, would it have changed the outcome or remained closely the same.     
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7. Conclusion 
How does different factors affect the feasibility of starting ‘The GPS Fixie’ company in Denmark? 
 
Before a reflection upon the problem presented at the beginning of the research is presented, a 
delimitation must be drawn. Through the investigation, a number of unknowns were discovered, as 
well as some identifiable factors; the laws that govern the identifiable factors, however, are not known. 
These factors have the potential to affect the outcome of the findings. However, as they are outside the 
scope of the investigation, they will be delimited from the conclusion of how different factors affect 
the feasibility of starting The GPS Fixie Company in Denmark. 
 
The feasibility of a company’s success, first starts, in whether there is a need or demand for the offering. 
The survey conducted attempted to rout out first off if there was a demand, and second what underlying 
structures are at play. The survey was able to first off display a very high interest in the notion of GPS 
tracking integrated into bicycles. Where upon further analysis, the underlying driver, of a respondent 
having personally experiencing bicycle theft, preceded a higher level of interest in GPS bicycles. This 
reaction can be concluded as a respondent's desire to mitigate ‘customer pain’. Presented at the 
beginning of the research, a company that can offer solutions to ‘customer pain’ is positioned 
favourably.  
 
Customer reaction is, however, only part of the picture to the feasibility of a new company. The 
behavior of buyers, supplier and competitors to the new entrant company, affects the outlook for 
success. The power of suppliers to dictate was found to be low, voting well for the feasibility of a 
positive outcome. Although generally buyers have a high level of power to dictate prices within the 
bicycle market, due to the innovativeness/newness of The GPS fixie, their current power would be 
low. That however, is merely an analysis of the time being, an entrant competitor has the potential to 
shift this balance away from a favorable outlook. 
 
The highest risk factor was found to be the potential of retaliation from competitors. Although currently 
The GPS Fixie has the advantage, a strong entrance onto the market place, would not go unnoticed, 
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nor can the magnitude of retaliation be foreseen, leaving this factor as one of the most critical factors 
that can affect the feasibility. That said, risk factors aside, the current landscape suggests the potential 
for a profitable outcome.  
The final slice of the pie, is investor reaction. where piecing together all the preceding factors, 
building  a believable demand estimate, a realistic sales forecast, and a favorable market position are 
collected together to to build The GPS Fixie’s first product;‘ forecasted return on investment’ and its 
first potential customer: an investor. 
 
The GPS Fixie December 18, 2014 
 
P a g e  63 | 118 
 
9. Bibliography 
Anon., 2014. Commotive. [Online]  
Available at: http://commotive.com 
Anon., 2014. Diims. [Online]  
Available at: http://diims.dk/ 
Anon., 2014. Faculty & Research: Michael E. Porter. [Online]  
Available at: http://www.hbs.edu/faculty/Pages/profile.aspx?facId=6532&facInfo=pub 
Anon., 2014. korterid majad äripinnad maa ost müük rent üür. [Online]  
Available at: http://www.city24.ee/ 
Anon., n.d. Integrated Trackers. [Online]  
Available at: http://www.integratedtrackers.com/GPSTrack/ 
[Accessed 15 December 2014]. 
Anon., n.d. Oline. [Online]  
Available at: http://www.oline.dk/ledigelokaler/koebenhavn-by/koebenhavn/detailhandel-
butik/172143 
[Accessed 15 December 2014]. 
Berry, T., 2014. Sales and Market Forecasting for Entrepreneurs, Kindle Edition: Business Expert 
Press. 
Bryman, A., 2008. Social Research Methods. 3rd ed ed. Oxford: Oxford University Press. 
Bryman, A., 2012. Social Research Methods. 4th ed ed. Oxford: Oxford University Press. 
Bryman, A. & Bell, E., 2007. Business Research Methods. 2nd ed ed. Oxford: Oxford University 
Press. 
City24, 2014. Vana-Narva mnt. [Online]  
Available at: 
http://www.city24.ee/kinnisvara/uurile+anda/aripind/pc7c71?selectedTabMenu=list&currency=EUR 
[Accessed 15 December 2014]. 
COLIBI & COLIPED, 2013. European Bicycle Market; Industry & Market Profile, Brussels: 
COLIBI-COLIPED. 
The GPS Fixie December 18, 2014 
 
P a g e  64 | 118 
 
Collis, J., Holt, A. & Hussey, R., 2012. Business Accounting; an introduction to financial & 
management accounting. 2nd ed ed. Hampshire: Palgrave Macmillan. 
Cycling Embassy of Denmark, 2010. Bicycle statistiks from Denmark. [Online]  
Available at: http://www.cycling-embassy.dk/wp-content/uploads/2010/03/Bicycle-statistics- from-
Denmark.pdf 
[Accessed 5 December 2014]. 
Daft, R. L., 2004. Organizational Theory and Design. 8th ed ed. Mason(Ohio): Thomson South 
Western. 
Danmark Statistik, n.d. Anmeldte forbrydelser efter område og overtrædelsesart. [Online]  
Available at: http://www.statistikbanken.dk/STRAF11 
[Accessed 5 December 2014]. 
Danmarks Statistik, n.d. Folketal. [Online]  
Available at: http://www.dst.dk/da/Statistik/emner/befolkning-og-
befolkningsfremskrivning/folketal.aspx 
[Accessed 10 December 2014]. 
Delanty, G. & Strydom, P., 2010. Philosophies of Social Science; The Classic and Contemporary 
Readings. Berkshire: Open University Press. 
Easton , G., 2010. Critical Realism in Case Study Research. Industrial Marketing Management, 
January, Vol. 39(1), pp. 118-128. 
Fuglsang, L. & Olsen, P. B., 2009. Videnskabsteori på Tværs af Fagkulturer og Paragdimer i 
Samfundsvidenskaberne. 2nd ed ed. Roskilde: Roskilde Universitetsforlag. 
Hatch, M. J. & Cunliffe, A. L., 2013. Organizational Theory; Mordern, Symbolic, and Postmodern 
Perspectives. 3rd ed ed. Oxford: Oxford University Press. 
Jensen, J. M. & Knudsen, T., 2014. Analyse af Spørgeskemadata med SPSS. 3rd ed ed. Odense: 
Syddansk Universitetsforlag. 
Lawson, T., 1998. Economics and Reality. The Economic Journal, September, Vol. 108(No. 450), 
pp. 1572-1574. 
McRoberts, N., 2008. A diffusion model for the adoption of agricultural innovations in structured 
adopting populations. Land Economy Working Paper Series, Volume 29, pp. 1-43. 
The GPS Fixie December 18, 2014 
 
P a g e  65 | 118 
 
Olsen, P. B. & Pedersen, K., 2008. Problem-Oriented Project Work; - a workbook. 2nd ed ed. 
Frederiksberg C: Roskilde University Press. 
Porter, M. E., 1980. Competitive Strategy. 1st ed ed. New York: The Free Press. 
Sayer, A., 1992. Method in Social Science: Realist Approach. 2nd ed ed. London: Routledge. 
Somekh, B. & Lewin, C. eds., 2012. Theory and Methods in Social Research. 2nd ed ed. London: 
SAGE Publications Ltd. 
 Cykelbranchens små virksomheder i flot vækst - Premium | www.business.dk. 2014. 
Cykelbranchens små virksomheder i flot vækst - Premium | www.business.dk. [ONLINE] 
Available at:http://www.business.dk/premium/cykelbranchens-smaa-virksomheder- i- flot-
vaekst. [Accessed 18 December 2014]. 
 Wilier - italienske high-end cykler. 2014. Wilier - italienske high-end cykler. [ONLINE] 
Available at: http://www.bikebuster.dk/wilier/2013-bevilacqua-light-blue.html. 
[Accessed 18 December 2014]. 
 Valutakurser . 2014. Valutakurser . [ONLINE] Available 
at:http://www.nationalbanken.dk/da/statistik/valutakurs/Sider/Default.aspx. [Accessed 18 
December 2014]. 
 Smart Bike Locks- Postscapes. 2014. Smart Bike Locks- Postscapes. [ONLINE] Available at: 
http://postscapes.com/gps-bike-tracker. [Accessed 18 December 2014]. 
 Batak. 2014. Batak. [ONLINE] Available at: http://www.batak.dk/mobii-7-gear---4-boern. 
[Accessed 18 December 2014]. 
 FindMyBike.Nu . 2014. FindMyBike.Nu . [ONLINE] Available at:http://findmybike.nu/. 
[Accessed 18 December 2014]. 
 DIIMS tracker - cykel tracker til sporing af din cykel. 2014. DIIMS tracker - cykel tracker til 
sporing af din cykel. [ONLINE] Available 
at:http://www.cykelpartner.dk/index.php?manufacturers_id=174. [Accessed 18 December 
2014]. 
 Billigcykel.dk. 2014. Billigcykel.dk. [ONLINE] Available 
at:https://billigcykel.dk/shop/search-1.html?keyword=Fixie+tilbud. [Accessed 18 December 
2014]. 
 Herrer Archives - Loke Cykler. 2014. Herrer Archives - Loke Cykler. [ONLINE] Available 
at: http://lokecykler.dk/produkt-kategori/cykler/herrer/?filter_cykeltype=324. [Accessed 18 
December 2014]. 
 Single speed cykler - Christiania Cykler . 2014. Single speed cykler - Christiania Cykler . 
[ONLINE] Available at:http://www.christianiacykler.dk/Single+speed+cykler.html. 
[Accessed 18 December 2014]. 
 fixie cykler - Cykel-basen.dk . 2014. fixie cykler - Cykel-basen.dk . [ONLINE] Available at: 
http://www.cykel-basen.dk/cykeltyper/fixie-banecykler.html#. [Accessed 18 December 
2014]. 
 Fixie cykler & 1-gear cykler- Tilbud fixie & single speed/1-gear cykel. 2014.Fixie cykler & 
1-gear cykler- Tilbud fixie & single speed/1-gear cykel. [ONLINE] Available at: 
http://cykelexperten.dk/1-gear-cykler-fixie-cykler-c-id-105. [Accessed 18 December 2014]. 
The GPS Fixie December 18, 2014 
 
P a g e  66 | 118 
 
 fixie cykler - Cykel-basen.dk . 2014. fixie cykler - Cykel-basen.dk . [ONLINE] Available at: 
http://www.cykel-basen.dk/cykeltyper/fixie-banecykler.html#. [Accessed 18 December 
2014]. 
 Scott OTG 10 Citybike i orange Landsdækkende bytteservice. 2014. Scott OTG 10 Citybike i 
orange Landsdækkende bytteservice. [ONLINE] Available at: 
http://www.fribikeshop.dk/Produkter/Cykler/Scott-OTG-10.aspx. [Accessed 18 December 
2014]. 
 selvbyg, single speed, 1 gears, friløb,. 2014. selvbyg, single speed, 1 gears, friløb,. [ONLINE] 
Available at: http://www.jensenbikes.dk/24-single-speed-delvis-selvbyg. [Accessed 18 
December 2014]. 
 Fixie / Singlespeed. 2014. Fixie / Singlespeed. [ONLINE] Available 
at:http://cykelbanditten.dk/cykler/fixie-single-speed. [Accessed 18 December 2014]. 
 Heino 1-gear Sportscykel - HeinoCykler. 2014. Heino 1-gear Sportscykel - HeinoCykler. 
[ONLINE] Available at: http://www.heino-cykler.dk/shop/heino-1-gear-sportscykel/. 
[Accessed 18 December 2014]. 
 Analyse af den danske cykelbranche - Brancheanalyser | www.business.dk. 2014. Analyse af 
den danske cykelbranche - Brancheanalyser | www.business.dk. [ONLINE] Available 
at:http://www.business.dk/brancheanalyser/analyse-af-den-danske-cykelbranche. [Accessed 
18 December 2014]. 
 City’s biking industry rakes in 1.3 billion : Cycling Embassy of Denmark. 2014. City’s biking 
industry rakes in 1.3 billion : Cycling Embassy of Denmark. [ONLINE] Available at: 
http://www.cycling-embassy.dk/2011/07/28/citys-biking- industry-rakes-in-1-3-billion/. 
[Accessed 18 December 2014]. 
 Lean business planning and entrepreneurship. 2014. Lean business planning and 
entrepreneurship. [ONLINE] Available at: http://timberry.com/. [Accessed 18 December 
2014]. 
 
 
 
The GPS Fixie December 18, 2014 
 
P a g e  67 | 118 
 
10. Appendixes 
Appendix: A   
E-mail correspondence will the Copenhagen police 
 
Fra: Rasmus Larsen [mailto:aarup88@gmail.com]  
Sendt: 28. november 2014 13:43 
Til: KBH FP Sikker 
Emne: Forespørgsel omkring tyveri af cykler 
 
Kære Københavns Politi. 
Jeg har en lille forespørgsel angående cykel tyveri. 
Hvis jeg har en cykel med en gps-tracker, som bliver stjålet. Ville den angivne position af gps-signalet være nok 
til at Københavns politi ville reagere og bruge ressourcer på at opklare tyveriet? 
  
jeg håber i forstår spørgsmålet og ser frem til at høre fra jeg. 
på forhånd tak 
Rasmus Aarup Larsen 
 
Kære Rasmus Larsen 
Såfremt vi på det pågældende tidspunkt har ressourcer (en ledig patrulje) og positionsangivelsen er præ cis 
nok, vil vi som udgangspunkt tage os af sagen. Vore erfaringer med ”Find my Iphone” f.eks. er imidlertid, at 
det er svært at lokalisere, præcist, hvor den er. 
Hvis den f.eks. kun kan lokaliseres til en opgang i et etagebyggeri, har vi ikke hjemmel til at foretage den 
nødvendige ransagning efter den, og kan så ikke gøre noget. 
  
Håber, det er svar nok  
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Med venlig hilsen 
  
Ole Skov Jensen 
Specialkonsulent 
 Ledelsessekretariatet, 
Politigården, opgang F, 1. sal, fag 21. 
1567 København V 
Tlf.         +45 3314 1448 
Direkte: +45 3521 2511 
Lokal:    (11) 2511 
E-mail:   osj001@politi.dk 
Web:      w w w .politi.dk/koebenhavn 
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Appendix: B 
Brand name Product Price Complementin
g services 
Found at: 
Bicycle 
industry: 
    
Heino Cyler 1-gear sports bike 3999dkk  http://www.heino-cykler.dk/shop/heino-1-
gear-sportscykel/ 
 
Wilier Fixie-bike 5999dkk  http://www.bikebuster.dk/wilier/2013-
bevilacqua-light-blue.html 
Cheetah Fixie-bike 2599dkk  http://cykelbanditten.dk/cykler/fixie-
single-speed 
 
Chill Base  3199dkk  http://cykelbanditten.dk/cykler/fixie-
single-speed 
 
Coaster  3199dkk  http://cykelbanditten.dk/cykler/fixie-
single-speed 
 
Extra  4999dkk  http://cykelbanditten.dk/cykler/fixie-
single-speed 
 
Mixie   3799dkk  http://cykelbanditten.dk/cykler/fixie-
single-speed 
 
Naapny  4999dkk  http://cykelbanditten.dk/cykler/fixie-
single-speed 
 
SE  3399dkk  http://cykelbanditten.dk/cykler/fixie-
single-speed 
 
Fixie-Bull  2999dkk  http://cykelbanditten.dk/cykler/fixie-
single-speed 
 
Create  3199dkk  http://cykelbanditten.dk/cykler/fixie-
single-speed 
 
Jensen Cykler Fixie-bike 4998-6000dkk  http://www.jensenbikes.dk/24-single-
speed-delvis-selvbyg 
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Scott Fixie-bike 4999dkk  http://www.fribikeshop.dk/Produkter/Cyk
ler/Scott-OTG-10.aspx 
Raleigh Fixie-bike 4199dkk  http://cykelexperten.dk/1-gear-cykler-
fixie-cykler-c-id-105 
Centurion Fixie-bike 4199-4599dkk  http://cykelexperten.dk/1-gear-cykler-
fixie-cykler-c-id-105 
MBK  Fixie-bike 2999-3199dkk  http://cykelexperten.dk/1-gear-cykler-
fixie-cykler-c-id-105 
Felt Fixie-bike 4499-6999dkk  http://www.cykel-
basen.dk/cykeltyper/fixie-
banecykler.html# 
https://billigcykel.dk/shop/search-
1.html?keyword=Fixie+tilbud 
Bianchi Fixie-bike 5999dkk  http://cykelexperten.dk/1-gear-cykler-
fixie-cykler-c-id-105 
Hey Fixie-bike 5999dkk  http://cykelexperten.dk/1-gear-cykler-
fixie-cykler-c-id-105 
Pinarello Fixie-bike 5399dkk  http://cykelexperten.dk/1-gear-cykler-
fixie-cykler-c-id-105 
EBS Fixie-bike 3599-4195dkk  http://www.cykel-
basen.dk/cykeltyper/fixie-
banecykler.html# 
http://cykelexperten.dk/1-gear-cykler-
fixie-cykler-c-id-105 
Motobecane Fixie-bike 3199dkk  http://cykelexperten.dk/1-gear-cykler-
fixie-cykler-c-id-105 
Fuji Fixie-bike 3699-32999dkk  http://www.cykel-
basen.dk/cykeltyper/fixie-
banecykler.html# 
 
Cykel-basen Fixie-bike 3999dkk  http://www.cykel-
basen.dk/cykeltyper/fixie-
banecykler.html# 
STYLE Fixie-bike 2195-2995dkk  http://www.christianiacykler.dk/Single+s
peed+cykler.html 
Batavus Fixie-bike 4899dkk  http://lokecykler.dk/produkt-
kategori/cykler/herrer/?filter_cykeltype=3
24 
Falkon Cykler Fixie-bike 6499dkk  https://billigcykel.dk/shop/search-
1.html?keyword=Fixie+tilbud 
Ruben Fixie-bike 5499dkk  https://billigcykel.dk/shop/search-
1.html?keyword=Fixie+tilbud 
Esben Bikes Fixie-bike 4199-4699dkk  https://billigcykel.dk/shop/search-
1.html?keyword=Fixie+tilbud 
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Rivette Fixie-bike 4999dkk  https://billigcykel.dk/shop/search-
1.html?keyword=Fixie+tilbud 
Average price (161151/38):                                                4240.8dkk 
 
Note: Only included bicycles under 10000dkk 
 
 
Tracking 
devices: 
    
Diims GPS device 
underneath saddle 
399dkk 120dkk for 1 year or 192 
dkk for 2 years tracking 
http://www.cykelpartner.dk/index.php?ma
nufacturers_id=174 
 
 Tail light 499dkk 120dkk for 1 year or 192 
dkk for 2 years tracking 
http://www.cykelpartner.dk/index.php?ma
nufacturers_id=174 
 
Kovix Alarm Bike locks 499-599dkk  http://findmybike.nu/collections/kovix 
Alpha GPS Tail light 
tracker 
899dkk  http://findmybike.nu/collections/gps/prod
ucts/prima-cykel-gps 
Prima GPS Tail light 
tracker 
899dkk  http://findmybike.nu/collections/gps/prod
ucts/beta 
DanTracker GPS saddle tube 
device 
1299dkk Set up fee: 150dkk 
Monthly fee: 20-30dkk 
depending on 
subscription 
http://www.batak.dk/mobii-7-gear---4-
boern 
 
BitLock Bluetooth Bike lock $119 (712dkk)  http://postscapes.com/gps-bike-tracker 
 
SpyBike Covert tracking 
device 
$161 (964dkk) SIMcards are sold for $ , 
but it is possible to use 
your own SIMcard 
http://postscapes.com/gps-bike-tracker 
 
 GPS Seatpost 
tracker 
1042dkk  http://postscapes.com/gps-bike-tracker 
 
 Tail light GPS 
tracker 
1042dkk  http://postscapes.com/gps-bike-tracker 
 
LOCK8 Bike lock open via 
smartphone with 
GPS tracker 
$249 (1490dkk)  http://postscapes.com/gps-bike-tracker 
 
Helios Handlebars with 
GPS tracking 
$ 279 (1670dkk)  http://postscapes.com/gps-bike-tracker 
 
The Cricket Silent saddle alarm 
device and 
Bluetooth tracker 
$39(233dkk) Free IPhone app http://postscapes.com/gps-bike-tracker 
 
BikeSpike** Alarm and GPS 
tracker 
$129 (772dkk) $4.99-$6.99 (30- 42dkk) 
per month 
http://postscapes.com/gps-bike-tracker 
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Average price (12968/15):                                                    864.5dkk 
 
 
 
Potential 
competitors: 
    
Kryptonite  GPS tracking bike 
locks 
US only  http://postscapes.com/gps-bike-tracker 
 
 GPS Tracker in 
saddle tube 
US only  http://postscapes.com/gps-bike-tracker 
 
Mobiloc Self-locking laser 
cut key 
Not yet released  http://postscapes.com/gps-bike-tracker 
 
Bike Cop* GPS tracker 
Security device that 
alerts social 
networks, file police 
report and register 
the bike stolen in 
one’s region 
Not yet available  http://postscapes.com/gps-bike-tracker 
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Appendix: C 
Calculation of Greater Copenhagen  
 
Data collected form Danmarks Statistik population figure (Danmarks Statistik, n.d.) 
  
Part of Greater Copenhagen 2014K4 Population
København 579513
Frederiksberg 103405
Dragør 13970
Tårnby 42537
Albertslund 27789
Ballerup 48408
Brøndby 35038
Gentofte 74986
Gladsaxe 67262
Glostrup 22331
Herlev 28062
Hvidovre 52264
Høje-Taastrup 49151
Ishøj 21904
Lyngby-Taarbæk 54776
Rødovre 37637
Vallensbæk 15192
Allerød 24293
Egedal 42546
Furesø 38867
Hørsholm 24833
Rudersdal 55394
Greve 48681
Greater Copenhagen 1508839
Folketal den 1. i kvartalet efter område og tid
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Appendix: D  
The Survey Questions 
 
Solution to Bicycle Theft  Survey 
 
Thanks for helping us in answering this survey regarding solutions to bicycle thefts.  
 
This survey will only take a couple of minutes, and your submission would be highly appreciated!  
 
*Required 
 
Questions about you 
 
 
1. Age *   
Mark only one oval.  
 
15  20 years 
 
21  30 years 
 
31  40 years 
 
41  50 years 
 
51  60 years 
 
56 years < 
 
 
2. Where do you live? *   
Mark only one oval.  
 
Greater Copenhagen 
 
Århus 
 
Aalborg 
 
Odense 
 
Rest of Denmark 
 
 
3. Gender *  
 
Mark only one oval.  
 
Male 
 
Female 
 
 
 
General bicycle questions 
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4. In which way would you purchase a brand new bicycle? *   
Tick all that apply.  
 
Online 
 
Retail stores (Supermarkets, department stores)  
 
Bicycle shops 
 
         I would never buy a brand new bicycle  
 
5. What is most important when purchasing a bicycle? *  
 
Mark only one oval.  
 
Price 
 
Quality 
 
Other: 
 
 
6. Do you own or have you owned a bicycle? *   
Mark only one oval.  
 
Yes 
 
 No    Skip to question 12. 
 
General bicycle questions 
 
7. Has your bicycle ever been stolen? *   
Mark only one oval.  
 
Yes 
 
No 
 
 
8. If 'yes', did you find/get the bicycle back?   
Mark only one oval.  
 
Yes 
 
No 
 
 
General questions about GPS-trackers* 
 
* A tracking device that can pinpoint your bicycle's location via mobile phone or internet  
 
9. Have you ever had a GPS-tracker on your bicycle? *   
Mark only one oval.  
 
Yes 
 
No 
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10. Are you interested in buying a GPS-tracker for you bicycle? *   
Mark only one oval.  
 
Yes 
 
    No 
 
11. If 'Yes' to at least one of the above questions: Why would you buy a GPS-tracker for your bicycle?   
Tick all that apply.  
 
Security 
 
Fear of theft 
 
Precautions 
 
Exercise tracking 
 
Retrieval 
 
Other: 
 
 
 
Integrated GPS  Tracker* 
 
* A tracking device that can pinpoint your bicycle's location via mobile phone or internet  
 
12. Would you buy a bicycle with an integrated GPS-tracker? *   
Mark only one oval.  
 
Yes 
 
No 
 
 
If 'Yes': Please answer the following questions. 
 
If 'No': Continue to next page. 
 
13. How much would you pay extra for the GPS-tracker?   
Estimate a price within; 0 and 1000 DKK 
_____________________  
 
 
14. What would be fair to charge monthly for the GPS--
services?   
* GPS service fee will give you access to your bicycle's 
location and bicycle information via app or internet. 
Estimate a price within:  
0 and 200 DKK ________________ 
 
 
 
15. Would you buy an additional bicycle insurance for 9 DKK a month (with a 1500 DKK deductible)?   
Mark only one oval.  
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Yes 
 
No 
 
  
The Product 
 
These picture demonstrates how a single speed customizable Fixie 
bicycle with a mobile controlled, integrated and hidden GPS-tracker 
could look like 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
16. Would you be interested in buying a GPS-fixie bicycle for 3500DKK? (Same as picture) *   
Mark only one oval.  
 
Yes 
 
No 
 
 
If 'No': Continue to next page / question. 
 
 
If 'Yes': You are finished and we thank you for your time.  
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The Product 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
17. Would you be interested in buying a GPS-fixie bicycle for 3000DKK? (Same as 
picture)   
Mark only one oval.  
 
Yes 
 
No 
 
 
If 'No': Continue to next page / question. 
 
 
If 'Yes': You are finished and we thank you for your time.  
 The Product 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
18. Would you be interested in buying a GPS-fixie bicycle for 2500DKK? (Same as picture)   
Mark only one oval.  
 
Yes 
 
No 
 
 
Thanks for answering this questionnaire. 
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Appendix: E  
Survet overview from SurveyXact 
Age 
 
                  
 
15 - 20 years 10%           36 
 
                  
 
21 - 30 years            69%   245 
 
                  
 
31 - 40 years 7%             24 
 
41 - 50 years 
              
13 
 
 4%            
 
                  
 
51 - 60 years 6%             20 
 
61 years < 
             
15 
 
 4%            
 
                 
 
  0%  25% 50%  75% 100% 
 
 
Where do you live?                 
 
               
 
                  
 
Greater Copenhagen            75%   265 
 
Århus 
               
5 
 
1%             
 
Aalborg 
               
4 
 
1%             
 
Odense 
            
12 
 
 3%            
 
                 
 
Rest of Denmark     19%          67 
 
              
 
  0%  25% 50%  75% 100% 
 
 
Gender                 
 
                
 
                  
 
Male         46%      161 
 
                
 
Female         54%      192 
 
             
 
  0%   25% 50%  75% 100%  
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In which way would you purchase a brand new bicycle? 
               
 
                  
 
Online     22%          78 
 
Retail stores  
                
 
    
26%         93  
(Supermarkets, department stores)                              
 
               
 
Bicycle shops            79%  280 
 
              
 
I would never buy a brand new bicycle 10%           36 
 
           
 
  0%  25% 50%  75% 100% 
 
 
What is most important when purchasing a bicycle? 
         
Price   42%    148 
        
Quality   50%    178 
         
Other 8%      27 
       
 0% 25% 50% 75% 100%  
 
- Other  
2. EN kombination   
3. Kvalitet og pris   
4. Jeg går efter kvalitetscykler, når de er på udsalg   
5. en kombination af pris og kvalitet   
6. En kombination af begge.   
7. Kvalitet i forhold til pris   
8. Begge dele er vigtigt.   
9. Pris OG kvalitet   
10.Pris og kvalitet   
11.kombinationen af pris og kvali :)   
12.sammenhængen ml pris og kvalitet   
13.at den fungerer. Ang. forrige spørgsmål, får jeg normalt en ny cykel fra min far, som han bygger ud 
af fundne cykeldele. Så længe den virker.   
14.En kombination   
15.Et fornuftigt forhold mellem pris og kvalitet   
16.Stelstørrelse - der er ret få mærker (til under 10.000kr.) der laver damecykler til os med lange stænger 
;-)  
 
17.At den ikke er for dyr. Den bliver alligevel stjålet.  
 
18.Pris og kvalitet  
 
19.Begge  
 
20.Soliditet - den bør simpelthen ikke gå i stykker og nøjes med ét service per år maks.  
 
21.Den skal være lige til at tage med... Ikke noget med at skulle vente i flere dage på, at den bliver færdig.  
 
22.sammenhængen ml pris og kvalitet  
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23.Depends on the purpose of the bicycle   
24.Begge   
25.begge   
26.begge   
27.begge   
28.begge   
 
Do you own or have you owned a bicycle? 
 
       
Yes     100% 352 
No 0%     1 
       
 0% 25% 50% 75% 100%  
 
Has your bicycle ever been stolen? 
 
       
Yes   68%  241 
       
No  32%   111 
       
0% 25% 50% 75% 100% 
 
If 'yes', did you find/get the bicycle back? 
        
Yes  14%    34 
        
No     86% 206 
       
0% 25% 50% 75% 100% 
 
Have you ever had a GPS-tracker on your bicycle? 
 
Yes 
 
2% 
     
7 
 
     
 
        
 
No      98% 345 
 
       
 
 0% 25% 50% 75% 100%  
 
 
Are you interested in buying a GPS-tracker for your bicycle? 
 
        
Yes  30%    105 
        
No    70%  247 
       
0% 25% 50% 75% 100%  
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Why would you buy a GPS-tracker for your bicycle? 
 
          
 
Security   35%      38 
 
          
 
Fear of theft      60%  65 
 
          
 
Precautions    46%    50 
 
          
 
Exercise tracking   19%      21 
 
         
 
Retrieval      86%  93 
 
Other 
 
4% 
      
4 
 
        
 
       
 
0% 25% 50% 75% 100%  
 
 
 
- Other  
3. 1 -har ikke forlods sat mig ind i hvad, hvad en cykel GPS-tracker kan bruges til. 2 Jeg er utilfreds med at 
ikke kunne besvare de følgende spørgsmål med "PASS" -eller dets lige" -og det svare nej -for at komme 
videre!  
4. Det bar' fed med sådan noget grej!   
5. hævn, hvis den bliver stjålet (ikke vold, de skal bare fanges tyvene)   
6. Så jeg kan finde den, når jeg har glemt hvor jeg har stillet den   
 
Would you buy a bicycle with an integrated GPS-tracker? 
 
         
 
Yes     66%  234 
 
         
 
No  34%     119 
 
        
 
0% 25%  50% 75% 100%  
 
 
How much would you pay 
extra for the GPS-tracker in 
DDK?         
 
 
        
 
 
327,3      234                  
 
         
 
0      1.000 
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What would be fair to charge monthly for the GPS-services in DKK? 
 
    
 28,3 234 
    
    
 0 200  
 
Would you buy an additional bicycle insurance for 9 DKK a month (with a 1500 
DKK deductible)? 
 
        
Yes   39%   92 
       
No   61%   142 
       
0% 25% 50% 75% 100%  
 
 
Would you be interested in buying a GPS-Fixie bicycle for 3500DKK? 
 
        
Yes   41%   143 
       
No   59%   210 
       
0% 25% 50% 75% 100% 
 
 
Would you be interested in buying a GPS-Fixie bicycle for 3000DKK? 
 
        
Yes 5%     10 
        
Nej     95% 200 
       
 0% 25% 50% 75% 100% 
 
 
Would you be interested in buying a GPS-Fixie bicycle for 2500DKK? 
 
        
Yes  21%    41 
        
No     80% 159 
       
0% 25% 50% 75% 100%  
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Overall Status 
New 0%     0 
Distributed  0%     0 
Some answers 0%     0 
       
Completed     100% 353 
Defection 0%     0 
       
 0% 25% 50% 75% 100%  
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Appendix: F. 
Emails from suppliers  
 
   HANGZHOU GUANHAO BICYCLE INDUSTRIAL CO., LTD 
  
Address:ShunBa village,NingWei town,QianJiang No.2 Bridge Exit of 
XiaoShan,HangZhou,ZheJiang,China 
     Contacter:Aoife Wang  Skype:aoife1003    
     
Tel:86-18767223565  Fax:86-571-
82601888 
   
            
 
Quantity:500 
pieces 
         
            
 Fixed gear bike           
 Raw steel Frame and fork 
 
    
 Unattached head tube     
 55 cm       
        
 $16/piece FOB Shanghai     
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 The parts according the bike as the picture       
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F&R Wheel(Aluminium big flange hub,43mm aluminum alloy rim,45#spokes,Kenda 
tire) 
   
 $49.5/pair FOB Shanghai         
 Handle bar          
 $3.7/piece FOB Shanghai         
 Chain           
 $2/piece FOB Shanghai         
 crank set           
 $11/piece FOB Shanghai         
 Pedal           
 $4.4/piece FOB Shanghai         
 Saddle           
 $2.6/piece FOB Shanghai         
 Seat post           
 $2.9/piece FOB Shanghai         
 BB parts           
 $2.6/piece FOB Shanghai         
 Stem           
 $2.9/piece FOB Shanghai         
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Head parts          
 $1.4/piece FOB Shanghai         
 seat post clamp          
 $0.7/piece FOB Shanghai         
Dear Rian: 
 
Sorry to give you the quotation late. 
 
You can have a look,if you have any other questions,you can tell me.No matter the price or other 
things. 
 
Looking forward to hearing from you. 
 
Thanks and Regards, 
 
Aoife 
 
 
 
 
 
Best Regards, 
MSN:wjie1991@hotmail.com 
Skype:aoife1003 
QQ:1840376519 
HP/Whatsapp:+86 18767223565 
Website:http://ghbike.en.alibaba.com/ 
 
 
From: wjie1991@hotmail.com 
Subject: Re: Re the inquiry on alibaba.com  
Date: Mon, 8 Dec 2014 20:06:15 +0800 
To: rianstumpe@hotmail.com 
Dear Rian: 
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Thank you for your reply. 
 
Ok,I will tell my manager ,and sorry that maybe will give you the price tomorrow.  
 
Best Regards, 
 
Aoife 
 
 
 
在  2014年12月8日，下午7:29，"rian stumpe" <rianstumpe@hotmail.com> 写道： 
Dear: Aoife, 
 
Thank you for your reply, 
 
I have spoken with our head welder, he is aware of this, and says it is no problem for us to finish the final 
adjustments, 
Thank you for confirming the question  
 
Regards, 
Rian Stumpe 
The GPS Fixie 
Copenhagen, Denmark 
 
From: wjie1991@hotmail.com 
To: rianstumpe@hotmail.com 
Subject: RE: Re the inquiry on alibaba.com 
Date: Mon, 8 Dec 2014 16:09:28 +0800 
Dear Rian: 
 
Sorry to reply you late.And we have other questions. 
 
My manager said that if unattached the head tube,the worker can't adjust the frame,when the 
worker finish the frame at first time ,the frames are not correct,they have to adjust,and if 
unattached the head tube,maybe can't to adjust.So my manager asked me that whether you will 
finish that work by yourselves? 
 
Best Regards, 
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Aoife 
 
Best Regards, 
MSN:wjie1991@hotmail.com 
Skype:aoife1003 
QQ:1840376519 
HP/Whatsapp:+86 18767223565 
Website:http://ghbike.en.alibaba.com/ 
 
 
From: rianstumpe@hotmail.com 
To: wjie1991@hotmail.com 
Subject: RE: Re the inquiry on alibaba.com 
Date: Fri, 5 Dec 2014 08:09:47 -0800 
Dear Aoife, 
 
Thank you for your quick reply, 
 
I understand it can take some time to confirm the prices , i appreciate that you will confirm before 
quotation,  
 
Our primary interest at this point, is the frame and fork with our specifications, we therefore, look 
forward to that information at your earliest convenience. 
 
Thank you, enjoy the weekend, 
 
Rian Stumpe 
The GPS Fixie 
Copenhagen, Denmark 
 
From: wjie1991@hotmail.com 
Subject: Re: Re the inquiry on alibaba.com 
Date: Fri, 5 Dec 2014 23:32:36 +0800 
To: rianstumpe@hotmail.com 
Dear RianStumpe: 
 
Thank you for your reply. 
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But may I give you the quotation next Monday .Especially the bicycle parts,I have to confirm the price 
from our purchase person. 
 
Sorry for that,but if I get,I will give you quickly. 
 
Thanks and Regards, 
 
Aoife 
 
 
在  2014年12月5日，下午10:59，"rian stumpe" <rianstumpe@hotmail.com> 写道： 
Dear : Aoife 
 
Thank you for your response, 
 
1. Steel material 
2. Fork also included ( but the fork unit price separate from frame unit price)  
3. Yes raw frame, with head tube also shipped with the rest of the frame  
4. Size : 55cm 
 
Thank you, I look forward to the quotation of unit price of the frame and of the fork, for 500 units 
 
Additionally, 
 
We have looked over your products, and are interested in possibly sourcing also bicycle parts from your 
company for our bicycles. Therefore, i kindly also request the following information on parts.  
 
Product :  700C chrome frame red tire fixie cycle  
http://ghbike.en.alibaba.com/product/923911486-
209862255/700C_chrome_frame_red_tire_fixie_cycle.html 
 
The unit price (500 units) for the parts shown on this bike (not the frame or fork)  
 
1. The exact parts shown in the picture, wheels, handle bars, and so on 
2. The shipping costs of Frame and fork to Tallinn Estonia ? 
3. The shipping costs of Frame, Fork, and other parts to Tallinn Estonia ? 
4. We do not need any assembly of the bike. 
 
I look forward to building our business relationship further,  
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Regards, 
Rian Stumpe 
The GPS Fixie 
Copenhagen, Denmark 
 
 
From: wjie1991@hotmail.com 
To: rianstumpe@hotmail.com 
Subject: Re the inquiry on alibaba.com 
Date: Fri, 5 Dec 2014 09:40:52 +0800 
Dear Mr. rian Stumpe: 
 
Thank you for your inquiry on alibaba.com. 
 
I'm Aoife from Hangzhou Guanhao Bicycle Industrial Co.,Ltd. 
 
About the frame,i can understand the meaning of haed tube.But now i have some other questiosn,  
 
/About the material,do you wan steel or aluminum or CR-MO? 
/Do you just want the frame?Not include the fork? 
/You siad we don't have to do the paint for you ,so you just want the raw frame? 
/How about the size of the frame?I mean the height of the seat tube? 
 
About the price ,i have to know these details,they are all effect the price,so that we can give you the 
quotation. 
 
Looking forward to hearing from you. 
 
Thanks and Regards, 
 
Aoife 
 
Best Regards, 
MSN:wjie1991@hotmail.com 
Skype:aoife1003 
QQ:1840376519 
HP/Whatsapp:+86 18767223565 
Website:http://ghbike.en.alibaba.com/ 
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Dear Rian, 
  
Glad to receive your inquiry about the GPS Tracker with many thanks! 
  
This is Mandy from Coban company established in 1999, a leading manufacturer of GPS 
Trackers in China and shall glad 
to enter into long-term cooperating relationship with you. 
  
USD$43/PC EXW for 5PCS GPS305 
USD$31.5/PC EXW for 500PCS GPS305 
  
Of course the rate above is just for you reference and the final cost and freight will figure out for you 
after that you confirm us the order quantity and the detail address for delivery. Thank you! 
  
To know more details, Pls find attached user manual for your reference. 
  
Any doubts or requests, Pls contact me without hesitation. 
  
Best regards 
  
 
Mandy 
International Sales Manager 
SHENZHEN COBAN ELECTRONICS CO., LIMITED 
Factory Address: 6/F, bldg. 8, Zhiheng Industry Park, Guankou 2nd  Rd., Nantou, Nanshan District, 
Shenzhen City, Guangdong Province, China. 
Tel: 0086-0755-26509579  Mobile phone: +86 186 8067 1859 
Fax: 0086--0755-26975145 
E-mail: sales01@coban.net 
SKYPE: coban.sales01 
Website: http://www.coban.net 
http://www.cobanch.com 
  
From: Made-in-China.com 
Date: 2014-11-19 08:53 
To: sales01 
CC: info; wnianyong 
Subject: Notification: Business Message from Mr. Rian Stumpe 
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To: Shenzhen Coban Electronics Co., Ltd. 
Dear Miss Mandy He , 
Made-in-China.com would like to let you know that you have jus t received a new business message which 
is saved in the Message Centre of your member home (Virtual Office) within the next 1 year. We suggest 
you sign in with your Email to view or reply the message. For your convenience, a copy of this message is 
also provided below. 
Message Details 
Message Subject Inquiry about Mini Hidden Bike Tracker GPS 305 Best Sell in Ebay China & 
Alibaba Website 30 Days Standby 
Message Content To whom it may concern, 
My name is Rian Stumpe, I am from a start-up bicycle company in 
Copenhagen, Denmark. 
If you may provide me with the following information : 
1.  Unit price for 5 units of a trail batch? 
2.  Unit price for 500 units? 
3.  Detailed specifications of product 
Thank you in advance, 
Rian Stumpe 
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Appendix: G 
Marginal Costing 
 
  
Input 1 Unit Input Cost Input Unit Demand
Fixie Frame
Direct Materials Frame 96 1 96
GPS 283.5 1 284
Import Duty 379.5 17.84 17.8
0
0
0
Total 397.34
Input 1 Unit Input Cost Input Unit Demand
Fixie Frame 397.3365 1 397.3
Driect labor Welding 44.551 1 44.6
Painting 44.551 1 44.6
GPS installation 44.551 1 44.6
0
0
0
Total 531.0
Frame total 531.0
Input 1 Unit Input Cost Input Unit Demand
Fixie bike
Frame 530.9895 1 531.0
Wheels 297 1 297.0
Handle bar 22.2 1 22.2
Chain 12 1 12.0
Crank set 66 1 66.0
Pedal 26.4 1 26.4
Saddle 15.6 1 15.6
Seat post 17.4 1 17.4
BB parts 15.6 1 15.6
Stem 17.4 1 17.4
Head parts 8.4 1 8.4
Seat post clamp 4.2 1 4.2
Import duty 502.2 23.6034 23.6
Assembly 44.551 2 89.1
Marginal Cost 1145.9
GPS Fixie Marginal Cost Analysis
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Appendix: H 
Overheads 
Overheads J 
 
Rent a proper warehouse.  Logistically place in a very good location, 
convenient access to a large truck, trestle, a large paved outdoor fireplace 
(about 11000m2)  Storage area is in very good shape: dust-free floor, fire 
fighting system (sprinklerisüstem), ventilation, storage is unheated. This 
store premises are also available laienemisvõimalus to 2500m2.   Closed 
territory, 24 manned and video surveillance. Office and living space in the 
same building, the possibility of up to 200m2, price negotiable (electric 
heating in the office)  Ask for more!  Advertising on the Internet and in 
newspapers, purchasing and applying for a loan. Correct professional 
contracts and transactions. Free consultation. Advertising on the Internet 
and in newspapers.  All of our offers and services website 
www.1partner.ee  1Partner Real Estate is one of the leading real estate 
companies. The company's core services, real estate brokerage 
,evaluation , construction and investment management . 
General Information 
Property type: Commercial 
Total area: 1250 m² 
Direct reference: http://www.city24.ee/kinnisvara/uurile+anda/aripind/pc7c71 
Rental price: 3 500 EUR (including VAT) 
  
Price / m²: € 2.8 
Plus utilities: electricity, water 
General 
Purpose of use: storage, storage / manufacturing 
Condition: ready 
Distance from Tallinn (km): 6 
Surface 
Total area: 1250 m² 
Floor / Floors: / 2 
Additional information 
Communication: Internet 
Security: Security System 
Sanitary: shower 
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Parking: front of house 
Free parking: Yes 
Add Values: electric power 
http://www.city24.ee/kinnisvara/uurile+anda/aripind/pc7c71?selectedTabMenu=list&currency=EU
R 
 
Unfortunately the Nørrebro sales shop has been rented, and is no longer displayed online. However, 
all cost numbers were verified before use. 
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Appendix: I 
Maris Leemets quote 
Maris Leemets Quote K 
 
 Maris Leemets 
not buying any property 
how many square meters you think you would need? 
  
12/1, 1:46pm 
Rian Stumpe 
no no no, if i start the company i hope to start lean, and sell off asap haha 
  
12/1, 1:47pm 
Maris Leemets 
and do you need it to be close to Tallinn, i.e. the potential employees  
  
12/1, 1:47pm 
Rian Stumpe 
close to the major port is most likely best, 
  
12/1, 1:47pm 
Maris Leemets 
in remote Estonia such property could be almost for free 
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so it is Tallinn 
 
 Rian Stumpe 
hey do u mind if i quote u as saying "in remote Estonia such property  could be almost for free" for commercial 
property? my project is not public , even within my university  
if your not comfortable thats of course understandable, but i think its a cool quote hehe 
  
12/15, 7:50pm 
Maris Leemets 
please quote:) 
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Appendix: J 
Assumptions Spreadsheet  
 
 
  
Sales Forecast Production Overheads Variable Costs
Montly Potential customers 1465.454 Factory 21000 Trans- China-Esontia 55.56
Diffusion factor 0.38 Insurance 3150 Trans-Estonia - CPH 18.18
Sale Price 2800 Utilites 3150
Production lead 12145.56
IT systems
Currency USD to DKK 6 Sales Overheads Cost 1 customer 10
Euro to DKK 7.5 Copenhagen Shop 20520
Insurance 3078
Utilities 3078
Salary 45000 Warranty returns
Warranty Returns Defective GPS rate 0.25 Frame 530.9895
Contract w ork 15000 labor 225
Service fee Monthly 20 30000 Total 755.9895
Supplier Return
GPS 283.5
Target Market Cost of capital 10%
Equipment cost 300000
total pop of 21-30 707,650
Pop 21-30 Copenhagen 266,451 R&D Costs 0
Total Pop Denmark 5,655,750
New  bicycle sales 550,000 Soft sales for open 50 units
replacement period 0.097246
0
Number of respondants 189
% w ho respond yes to buy 3500 0.4074
customer base 108552.1
Force factor discount 0.45
Total likely to buy 48848.46
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Appendix: K 
FC1 
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Starting date
Cash balance alert minimum 0 0 0 0 0 0 0 0 0 0 0 0
Beginning Jan-16 Feb-16 Mar-16 Apr-16 May-16 Jun-16 Jul-16 Aug-16 Sep-16 Oct-16 Nov-16 Dec-16 Total
Cash on hand (beginning of 
month) 405,167 405,167 373,564 286,962 207,220 136,247 76,481 31,031 3,857 0 25,860 89,550 201,327
CASH RECEIPTS
Cash sales 140,000 42,289 54,100 69,200 88,496 113,143 144,610 184,751 235,909 301,031 383,799 488,785 2,246,112
Returns and allow ances 0
Service Fee 1,000 1,302 1,688 2,183 2,815 3,623 4,656 5,976 7,661 9,811 12,552 16,044 69,311
Supplier returns 0
0
0
TOTAL CASH RECEIPTS 141,000 43,591 55,789 71,382 91,310 116,766 149,266 190,726 243,570 310,842 396,351 504,829 2,315,423
Total cash available 405,167 546,167 417,155 342,751 278,602 227,557 193,248 180,297 194,584 243,570 336,702 485,902 706,156
CASH PAID OUT
Variable Costs 0
The GPS Fixie 57,295 17,307 22,140 28,320 36,217 46,304 59,181 75,609 96,545 123,196 157,069 200,034 919,217
Transportation China-Estonia 2,778 839 1,074 1,373 1,756 2,245 2,869 3,666 4,681 5,973 7,616 9,699 44,569
Transportation Estonia- CPH 909 275 351 449 575 735 939 1,200 1,532 1,955 2,492 3,174 14,584
IT System 500 651 844 1,091 1,407 1,812 2,328 2,988 3,830 4,905 6,276 8,022 34,655
Warranty return 0
Production overheads 0
Factory 21,000 21,000 21,000 21,000 21,000 21,000 21,000 21,000 21,000 21,000 21,000 21,000 252,000
Insurance 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 37,800
Utilities 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 37,800
Production lead 12,146 12,146 12,146 12,146 12,146 12,146 12,146 12,146 12,146 12,146 12,146 12,146 145,747
0
Sales Overheads 0
Cph Shop 20,520 20,520 20,520 20,520 20,520 20,520 20,520 20,520 20,520 20,520 20,520 20,520 246,240
Insurance 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 36,936
Utilities 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 36,936
Salary 45,000 45,000 45,000 45,000 45,000 45,000 45,000 45,000 45,000 45,000 45,000 45,000 540,000
Contract w ork 0 0 0 0 0 0 0 0 0 0 0 0 0
0
0
0
0
Other expenses 0
Other expenses 0
Miscellaneous 0
SUBTOTAL 172,603 130,193 135,531 142,355 151,076 162,217 176,439 194,584 217,710 247,151 284,574 332,050 2,346,484
Loan principal payment 0
Capital purchases 0
Other startup costs 0
To reserve and/or escrow 0
Ow ners' w ithdraw al 0
TOTAL CASH PAID OUT 172,603 130,193 135,531 142,355 151,076 162,217 176,439 194,584 217,710 247,151 284,574 332,050 2,346,484
Cash on hand (end of month) 405,167 373,564 286,962 207,220 136,247 76,481 31,031 3,857 0 25,860 89,550 201,327 374,106
OTHER OPERATING DATA
Sales volume (dollars)
Accounts receivable balance
Bad debt balance
Inventory on hand
Accounts payable balance
Depreciation
Starting date
Cash balance alert minimum 0 0 0 0 0 0 0 0 0 0 0 0
Beginning Jan-17 Feb-17 Mar-17 Apr-17 May-17 Jun-17 Jul-17 Aug-17 Sep-17 Oct-17 Nov-17 Dec-17 Total
Cash on hand (beginning of 
month) 374,106 374,106 618,170 963,724 1,431,092 2,050,663 2,859,130 3,900,003 5,223,658 6,886,512 8,948,832 11,470,564 14,504,596
CASH RECEIPTS
Cash sales 621,616 789,133 999,514 1,262,321 1,588,386 1,989,405 2,477,098 3,061,698 3,749,548 4,539,650 5,419,208 6,358,698 32,856,276
Returns and allow ances 0
Service Fee 20,484 26,120 33,260 42,276 53,622 67,832 85,526 107,395 134,177 166,603 205,312 250,731 1,193,339
Supplier Retuns 3,544 1,070 1,369 1,752 2,240 2,864 3,660 4,676 5,971 7,620 9,715 12,372 56,855
0
0
TOTAL CASH RECEIPTS 645,644 816,324 1,034,143 1,306,349 1,644,248 2,060,101 2,566,284 3,173,769 3,889,697 4,713,874 5,634,235 6,621,802 34,106,470
Total cash available 374,106 1,019,749 1,434,494 1,997,867 2,737,441 3,694,911 4,919,231 6,466,288 8,397,427 10,776,208 13,662,706 17,104,800 21,126,398
CASH PAID OUT
Variable Costs 0
The GPS Fixie 254,395 322,951 409,049 516,603 650,044 814,160 1,013,748 1,252,994 1,534,496 1,857,844 2,217,801 2,602,286 13,446,371
Transportation China-Estonia 12,335 15,659 19,833 25,048 31,518 39,475 49,153 60,753 74,402 90,080 107,533 126,175 651,962
Transportation Estonia- CPH 4,036 5,124 6,490 8,196 10,313 12,917 16,083 19,879 24,345 29,475 35,186 41,286 213,331
IT System 10,242 13,060 16,630 21,138 26,811 33,916 42,763 53,697 67,089 83,302 102,656 125,366 596,670
Warranty returns 9,450 2,854 3,652 4,671 5,973 7,637 9,761 12,470 15,924 20,319 25,906 32,993 151,610
Production overheads 0
Factory 21,000 21,000 21,000 21,000 21,000 21,000 21,000 21,000 21,000 21,000 21,000 21,000 252,000
Insurance 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 37,800
Utilities 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 37,800
Production lead 12,146 12,146 12,146 12,146 12,146 12,146 12,146 12,146 12,146 12,146 12,146 12,146 145,747
0
Sales Overheads 0
Cph Shop 20,520 20,520 20,520 20,520 20,520 20,520 20,520 20,520 20,520 20,520 20,520 20,520 246,240
Insurance 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 36,936
Utilities 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 36,936
Salary 45,000 45,000 45,000 45,000 45,000 45,000 45,000 45,000 45,000 45,000 45,000 45,000 540,000
Contract w ork 0 0 0 0 0 0 0 0 0 0 0 0 0
0
0
0
Other expenses 0
Other expenses 0
Other expenses 0
Miscellaneous 0
SUBTOTAL 401,579 470,770 566,775 686,778 835,781 1,019,227 1,242,629 1,510,916 1,827,377 2,192,141 2,600,204 3,039,226 16,393,403
Loan principal payment 0
Capital purchases 0
Other startup costs 0
To reserve and/or escrow 0
Ow ners' w ithdraw al 0
TOTAL CASH PAID OUT 401,579 470,770 566,775 686,778 835,781 1,019,227 1,242,629 1,510,916 1,827,377 2,192,141 2,600,204 3,039,226 16,393,403
Cash on hand (end of month) 374,106 618,170 963,724 1,431,092 2,050,663 2,859,130 3,900,003 5,223,658 6,886,512 8,948,832 11,470,564 14,504,596 18,087,172
OTHER OPERATING DATA
Sales volume (dollars)
Accounts receivable balance
Bad debt balance
Inventory on hand
Accounts payable balance
Depreciation
Starting date
Cash balance alert minimum 0 0 0 0 0 0 0 0 0 0 0 0
Beginning Jan-18 Feb-18 Mar-18 Apr-18 May-18 Jun-18 Jul-18 Aug-18 Sep-18 Oct-18 Nov-18 Dec-18 Total
Cash on hand (beginning of 
month) 13,658,905 13,658,905 17,797,634 22,458,770 27,557,023 32,952,381 38,458,192 43,862,030 48,955,921 53,567,632 57,583,237 60,954,675 63,692,552
CASH RECEIPTS
Cash sales 7,307,746 8,193,989 8,927,681 9,414,148 9,573,635 9,363,690 8,795,341 7,934,530 6,886,222 5,767,486 4,681,099 3,699,221 90,544,788
Returns and allow ances 0
Service Fee 302,930 361,458 425,227 492,471 560,854 627,738 690,562 747,237 796,424 837,620 871,057 897,480 7,611,057
Supplier Returns 15,735 19,975 25,300 31,953 40,206 50,357 62,702 77,499 94,910 114,910 137,174 160,955 831,674
0
0
TOTAL CASH RECEIPTS 7,626,410 8,575,422 9,378,209 9,938,571 10,174,695 10,041,784 9,548,604 8,759,266 7,777,557 6,720,016 5,689,330 4,757,655 98,987,520
Total cash available 13,658,905 21,285,315 26,373,056 31,836,979 37,495,594 43,127,076 48,499,976 53,410,634 57,715,187 61,345,189 64,303,253 66,644,005 68,450,207
CASH PAID OUT
Variable Costs 0
The GPS Fixie 2,990,682 3,353,375 3,653,637 3,852,723 3,917,993 3,832,073 3,599,477 3,247,192 2,818,174 2,360,333 1,915,731 1,513,899 37,055,290
Transportation China-Estonia 145,007 162,592 177,151 186,804 189,968 185,802 174,525 157,444 136,642 114,443 92,886 73,403 1,796,667
Transportation Estonia- CPH 47,448 53,202 57,966 61,125 62,160 60,797 57,107 51,518 44,711 37,447 30,394 24,019 587,894
IT System 151,465 180,729 212,614 246,236 280,427 313,869 345,281 373,618 398,212 418,810 435,528 448,740 3,805,529
Warranty Return 41,959 53,266 67,466 85,206 107,215 134,283 167,202 206,662 253,091 306,422 365,791 429,206 2,217,768
Production overheads 0
Factory 21,000 21,000 21,000 21,000 21,000 21,000 21,000 21,000 21,000 21,000 21,000 21,000 252,000
Insurance 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 37,800
Utilities 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 37,800
Production lead 12,146 12,146 12,146 12,146 12,146 12,146 12,146 12,146 12,146 12,146 12,146 12,146 145,747
0
Sales Overheads 0
Cph Shop 20,520 20,520 20,520 20,520 20,520 20,520 20,520 20,520 20,520 20,520 20,520 20,520 246,240
Insurance 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 36,936
Utilities 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 36,936
Salary 45,000 45,000 45,000 45,000 45,000 45,000 45,000 45,000 45,000 45,000 45,000 45,000 540,000
Contract w ork 0
0
0
0
0
Other expenses 0
Other expenses 0
Miscellaneous 0
SUBTOTAL 3,487,681 3,914,286 4,279,956 4,543,214 4,668,884 4,637,946 4,454,713 4,147,555 3,761,952 3,348,578 2,951,453 2,600,389 46,796,606
Loan principal payment 0
Capital purchases 0
Other startup costs 0
To reserve and/or escrow 0
Ow ners' w ithdraw al 0
TOTAL CASH PAID OUT 3,487,681 3,914,286 4,279,956 4,543,214 4,668,884 4,637,946 4,454,713 4,147,555 3,761,952 3,348,578 2,951,453 2,600,389 46,796,606
Cash on hand (end of month) 13,658,905 17,797,634 22,458,770 27,557,023 32,952,381 38,458,192 43,862,030 48,955,921 53,567,632 57,583,237 60,954,675 63,692,552 65,849,819
OTHER OPERATING DATA
Sales volume (dollars)
Accounts receivable balance
Bad debt balance
Inventory on hand
Accounts payable balance
Depreciation
Small Business Cash Flow Projection
The GPS Fixie
Cash Flow forecast
The GPS Fixie
The GPS Fixie
Small Business Cash Flow Projection
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Starting date
Cash balance alert minimum 0 0 0 0 0 0 0 0 0 0 0 0
Beginning Jan-18 Feb-18 Mar-18 Apr-18 May-18 Jun-18 Jul-18 Aug-18 Sep-18 Oct-18 Nov-18 Dec-18 Total
Cash on hand (beginning of 
month) 13,658,905 13,658,905 17,797,634 22,458,770 27,557,023 32,952,381 38,458,192 43,862,030 48,955,921 53,567,632 57,583,237 60,954,675 63,692,552
CASH RECEIPTS
Cash sales 7,307,746 8,193,989 8,927,681 9,414,148 9,573,635 9,363,690 8,795,341 7,934,530 6,886,222 5,767,486 4,681,099 3,699,221 90,544,788
Returns and allow ances 0
Service Fee 302,930 361,458 425,227 492,471 560,854 627,738 690,562 747,237 796,424 837,620 871,057 897,480 7,611,057
Supplier Returns 15,735 19,975 25,300 31,953 40,206 50,357 62,702 77,499 94,910 114,910 137,174 160,955 831,674
0
0
TOTAL CASH RECEIPTS 7,626,410 8,575,422 9,378,209 9,938,571 10,174,695 10,041,784 9,548,604 8,759,266 7,777,557 6,720,016 5,689,330 4,757,655 98,987,520
Total cash available 13,658,905 21,285,315 26,373,056 31,836,979 37,495,594 43,127,076 48,499,976 53,410,634 57,715,187 61,345,189 64,303,253 66,644,005 68,450,207
CASH PAID OUT
Variable Costs 0
The GPS Fixie 2,990,682 3,353,375 3,653,637 3,852,723 3,917,993 3,832,073 3,599,477 3,247,192 2,818,174 2,360,333 1,915,731 1,513,899 37,055,290
Transportation China-Estonia 145,007 162,592 177,151 186,804 189,968 185,802 174,525 157,444 136,642 114,443 92,886 73,403 1,796,667
Transportation Estonia- CPH 47,448 53,202 57,966 61,125 62,160 60,797 57,107 51,518 44,711 37,447 30,394 24,019 587,894
IT System 151,465 180,729 212,614 246,236 280,427 313,869 345,281 373,618 398,212 418,810 435,528 448,740 3,805,529
Warranty Return 41,959 53,266 67,466 85,206 107,215 134,283 167,202 206,662 253,091 306,422 365,791 429,206 2,217,768
Production overheads 0
Factory 21,000 21,000 21,000 21,000 21,000 21,000 21,000 21,000 21,000 21,000 21,000 21,000 252,000
Insurance 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 37,800
Utilities 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 37,800
Production lead 12,146 12,146 12,146 12,146 12,146 12,146 12,146 12,146 12,146 12,146 12,146 12,146 145,747
0
Sales Overheads 0
Cph Shop 20,520 20,520 20,520 20,520 20,520 20,520 20,520 20,520 20,520 20,520 20,520 20,520 246,240
Insurance 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 36,936
Utilities 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 36,936
Salary 45,000 45,000 45,000 45,000 45,000 45,000 45,000 45,000 45,000 45,000 45,000 45,000 540,000
Contract w ork 0
0
0
0
0
Other expenses 0
Other expenses 0
Miscellaneous 0
SUBTOTAL 3,487,681 3,914,286 4,279,956 4,543,214 4,668,884 4,637,946 4,454,713 4,147,555 3,761,952 3,348,578 2,951,453 2,600,389 46,796,606
Loan principal payment 0
Capital purchases 0
Other startup costs 0
To reserve and/or escrow 0
Ow ners' w ithdraw al 0
TOTAL CASH PAID OUT 3,487,681 3,914,286 4,279,956 4,543,214 4,668,884 4,637,946 4,454,713 4,147,555 3,761,952 3,348,578 2,951,453 2,600,389 46,796,606
Cash on hand (end of month) 13,658,905 17,797,634 22,458,770 27,557,023 32,952,381 38,458,192 43,862,030 48,955,921 53,567,632 57,583,237 60,954,675 63,692,552 65,849,819
OTHER OPERATING DATA
Sales volume (dollars)
Accounts receivable balance
Bad debt balance
Inventory on hand
Accounts payable balance
Depreciation
The GPS Fixie
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Assumptions
Total population 48848.46183
Diffusion Factor q 0.28 q
300
s n m
Month New  sales Total sold Potential customers
1 50 54 48848.46183
2 15 69 48848.46183
3 19 88 48848.46183
4 25 113 48848.46183
5 32 145 48848.46183
6 40 185 48848.46183
7 52 237 48848.46183
8 66 303 48848.46183
9 84 387 48848.46183
10 108 495 48848.46183
11 137 632 48848.46183
12 175 806 48848.46183
13 222 1028 48848.46183
14 282 1310 48848.46183
15 357 1667 48848.46183
16 451 2118 48848.46183
17 567 2685 48848.46183
18 711 3396 48848.46183
19 885 4280 48848.46183
20 1093 5374 48848.46183
21 1339 6713 48848.46183
22 1621 8334 48848.46183
23 1935 10270 48848.46183
24 2271 12541 48848.46183
25 2610 15150 48848.46183
26 2926 18077 48848.46183
27 3188 21265 48848.46183
28 3362 24628 48848.46183
29 3419 28047 48848.46183
30 3344 31391 48848.46183
31 3141 34532 48848.46183
32 2834 37366 48848.46183
33 2459 39825 48848.46183
34 2060 41885 48848.46183
35 1672 43557 48848.46183
36 1321 44878 48848.46183
2016 2017 2018 2016 2017 2018
Assets
Revenue 2,315,423 34,106,470 98,987,520 Cash 374,106 13,658,905 52,802,090
Cost of sales 1,013,026 15,059,945 45,463,148 equiptment 300000 300000 300000
Total assets 674,106 13,958,905 53,102,090
Gross Profit 1,302,397 19,046,525 53,524,372
Share Capital 705167 705167 705167
Production Overheads 473,347 473,347 473,347 Retained Earnings/loss -31061 13253738 52396923 Return
Sales Overheads 860,112 860,112 860,112 55.80251
Total Equity 674106 13958905.29 53102090.28
Opperating Profit -31,061 17,713,066 52,190,913
Profit Before Tax -31,061 17,713,066 52,190,913
Income Tax 0 4428267 13047728
Profit for the Period -31061 13284800 39143185 405167 -28234.8 10947587.83 39350089.38 71.28729
Statement of comprehensive income Forecast
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Starting date
Cash balance alert minimum 0 0 0 0 0 0 0 0 0 0 0 0
Beginning Jan-16 Feb-16 Mar-16 Apr-16 May-16 Jun-16 Jul-16 Aug-16 Sep-16 Oct-16 Nov-16 Dec-16 Total
Cash on hand (beginning of 
month) 247,590 247,590 215,987 137,963 72,500 24,339 0 8,427 61,870 177,051 376,703 691,554 1,162,809
CASH RECEIPTS
Cash sales 140,000 57,392 79,144 109,110 150,364 207,108 285,060 391,963 538,218 737,656 1,008,380 1,373,571 5,077,967
Returns and allow ances 0
Service Fee 1,000 1,410 1,975 2,755 3,829 5,308 7,344 10,144 13,988 19,257 26,460 36,271 129,741
Supplier returns 0
0
0
TOTAL CASH RECEIPTS 141,000 58,802 81,120 111,865 154,193 212,416 292,405 402,107 552,206 756,913 1,034,840 1,409,842 5,207,708
Total cash available 247,590 388,590 274,789 219,083 184,364 178,532 212,416 300,832 463,977 729,257 1,133,615 1,726,394 2,572,651
CASH PAID OUT
Variable Costs 0
The GPS Fixie 57,295 23,488 32,390 44,653 61,536 84,759 116,660 160,410 220,265 301,884 412,678 562,131 2,078,149
Transportation China-Estonia 2,778 1,139 1,570 2,165 2,984 4,110 5,656 7,778 10,680 14,637 20,009 27,256 100,761
Transportation Estonia- CPH 909 373 514 708 976 1,345 1,851 2,545 3,495 4,789 6,547 8,918 32,971
IT System 500 705 988 1,377 1,914 2,654 3,672 5,072 6,994 9,629 13,230 18,136 64,871
Warranty return 0
Production overheads 0
Factory 21,000 21,000 21,000 21,000 21,000 21,000 21,000 21,000 21,000 21,000 21,000 21,000 252,000
Insurance 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 37,800
Utilities 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 37,800
Production lead 12,146 12,146 12,146 12,146 12,146 12,146 12,146 12,146 12,146 12,146 12,146 12,146 145,747
0
Sales Overheads 0
Cph Shop 20,520 20,520 20,520 20,520 20,520 20,520 20,520 20,520 20,520 20,520 20,520 20,520 246,240
Insurance 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 36,936
Utilities 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 36,936
Salary 45,000 45,000 45,000 45,000 45,000 45,000 45,000 45,000 45,000 45,000 45,000 45,000 540,000
Contract w ork 0 0 0 0 0 0 0 0 0 0 0 0 0
0
0
0
0
Other expenses 0
Other expenses 0
Miscellaneous 0
SUBTOTAL 172,603 136,826 146,583 160,025 178,532 203,989 238,961 286,926 352,555 442,061 563,586 727,562 3,610,210
Loan principal payment 0
Capital purchases 0
Other startup costs 0
To reserve and/or escrow 0
Ow ners' w ithdraw al 0
TOTAL CASH PAID OUT 172,603 136,826 146,583 160,025 178,532 203,989 238,961 286,926 352,555 442,061 563,586 727,562 3,610,210
Cash on hand (end of month) 247,590 215,987 137,963 72,500 24,339 0 8,427 61,870 177,051 376,703 691,554 1,162,809 1,845,088
OTHER OPERATING DATA
Sales volume (dollars)
Accounts receivable balance
Bad debt balance
Inventory on hand
Accounts payable balance
Depreciation
Starting date
Cash balance alert minimum 0 0 0 0 0 0 0 0 0 0 0 0
Beginning Jan-17 Feb-17 Mar-17 Apr-17 May-17 Jun-17 Jul-17 Aug-17 Sep-17 Oct-17 Nov-17 Dec-17 Total
Cash on hand (beginning of 
month) 1,445,714 1,445,714 2,404,373 3,739,660 5,559,200 7,993,990 11,185,729 15,267,404 20,329,217 26,370,119 33,245,302 40,634,669 48,066,147
CASH RECEIPTS
Cash sales 1,861,927 2,507,176 3,345,602 4,410,004 5,718,022 7,253,106 8,938,923 10,614,443 12,027,400 12,871,858 12,885,172 11,976,437 94,410,070
Returns and allow ances 0
Service Fee 49,571 67,479 91,376 122,876 163,719 215,527 279,377 355,194 441,104 533,046 625,083 710,629 3,654,981
Supplier Retuns 3,544 1,453 2,003 2,762 3,806 5,242 7,216 9,922 13,624 18,672 25,525 34,769 128,536
0
0
TOTAL CASH RECEIPTS 1,915,042 2,576,108 3,438,981 4,535,642 5,885,548 7,473,876 9,225,515 10,979,559 12,482,128 13,423,576 13,535,780 12,721,834 98,193,587
Total cash available 1,445,714 3,360,755 4,980,481 7,178,642 10,094,842 13,879,538 18,659,605 24,492,919 31,308,776 38,852,247 46,668,879 54,170,449 60,787,981
CASH PAID OUT
Variable Costs 0
The GPS Fixie 761,990 1,026,057 1,369,181 1,804,786 2,340,090 2,968,321 3,658,238 4,343,942 4,922,191 5,267,785 5,273,233 4,901,335 38,637,149
Transportation China-Estonia 36,946 49,750 66,386 87,507 113,462 143,922 177,374 210,621 238,658 255,414 255,679 237,647 1,873,366
Transportation Estonia- CPH 12,089 16,279 21,723 28,634 37,126 47,093 58,039 68,918 78,092 83,575 83,662 77,761 612,991
IT System 24,785 33,740 45,688 61,438 81,860 107,764 139,688 177,597 220,552 266,523 312,541 355,314 1,827,491
Warranty returns 9,450 3,874 5,342 7,365 10,149 13,980 19,241 26,457 36,329 49,791 68,065 92,715 342,758
Production overheads 0
Factory 21,000 21,000 21,000 21,000 21,000 21,000 21,000 21,000 21,000 21,000 21,000 21,000 252,000
Insurance 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 37,800
Utilities 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 37,800
Production lead 12,146 12,146 12,146 12,146 12,146 12,146 12,146 12,146 12,146 12,146 12,146 12,146 145,747
0
Sales Overheads 0
Cph Shop 20,520 20,520 20,520 20,520 20,520 20,520 20,520 20,520 20,520 20,520 20,520 20,520 246,240
Insurance 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 36,936
Utilities 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 36,936
Salary 45,000 45,000 45,000 45,000 45,000 45,000 45,000 45,000 45,000 45,000 45,000 45,000 540,000
Contract w ork 0 0 0 0 0 0 0 0 0 0 0 0 0
0
0
0
Other expenses 0
Other expenses 0
Other expenses 0
Miscellaneous 0
SUBTOTAL 956,382 1,240,821 1,619,442 2,100,851 2,693,809 3,392,201 4,163,702 4,938,656 5,606,944 6,034,210 6,104,301 5,775,894 44,627,213
Loan principal payment 0
Capital purchases 0
Other startup costs 0
To reserve and/or escrow 0
Ow ners' w ithdraw al 0
TOTAL CASH PAID OUT 956,382 1,240,821 1,619,442 2,100,851 2,693,809 3,392,201 4,163,702 4,938,656 5,606,944 6,034,210 6,104,301 5,775,894 44,627,213
Cash on hand (end of month) 1,445,714 2,404,373 3,739,660 5,559,200 7,993,990 11,185,729 15,267,404 20,329,217 26,370,119 33,245,302 40,634,669 48,066,147 55,012,088
OTHER OPERATING DATA
Sales volume (dollars)
Accounts receivable balance
Bad debt balance
Inventory on hand
Accounts payable balance
Depreciation
Cash Flow forecast
The GPS Fixie
The GPS Fixie
Small Business Cash Flow Projection
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Starting date
Cash balance alert minimum 0 0 0 0 0 0 0 0 0 0 0 0
Beginning Jan-18 Feb-18 Mar-18 Apr-18 May-18 Jun-18 Jul-18 Aug-18 Sep-18 Oct-18 Nov-18 Dec-18 Total
Cash on hand (beginning of 
month) 41,620,494 41,620,494 47,638,995 52,487,723 56,148,119 58,762,913 60,542,997 61,695,958 62,393,021 62,765,292 62,913,982 62,922,796 62,865,390
CASH RECEIPTS
Cash sales 10,304,550 8,228,177 6,146,534 4,346,052 2,946,286 1,937,661 1,248,034 792,805 499,128 312,446 194,881 121,278 37,077,833
Returns and allow ances 0
Service Fee 784,233 843,005 886,909 917,953 938,997 952,838 961,752 967,415 970,980 973,212 974,604 975,470 11,147,370
Supplier Returns 47,130 63,463 84,686 111,628 144,737 183,594 226,266 268,678 304,444 325,819 326,156 303,154 2,389,755
0
0
TOTAL CASH RECEIPTS 11,135,913 9,134,645 7,118,129 5,375,633 4,030,021 3,074,093 2,436,053 2,028,898 1,774,552 1,611,477 1,495,641 1,399,902 50,614,958
Total cash available 41,620,494 52,756,407 56,773,640 59,605,852 61,523,752 62,792,933 63,617,090 64,132,011 64,421,919 64,539,844 64,525,459 64,418,438 64,265,292
CASH PAID OUT
Variable Costs 0
The GPS Fixie 4,217,118 3,367,366 2,515,458 1,778,614 1,205,762 792,984 510,756 324,454 204,267 127,868 79,755 49,633 15,174,035
Transportation China-Estonia 204,472 163,271 121,965 86,238 58,463 38,449 24,765 15,732 9,904 6,200 3,867 2,407 735,730
Transportation Estonia- CPH 66,906 53,424 39,909 28,218 19,130 12,581 8,103 5,148 3,241 2,029 1,265 787 240,741
IT System 392,116 421,503 443,455 458,976 469,499 476,419 480,876 483,708 485,490 486,606 487,302 487,735 5,573,685
Warranty Return 125,678 169,232 225,825 297,671 385,961 489,578 603,369 716,465 811,838 868,838 869,737 808,398 6,372,591
Production overheads 0
Factory 21,000 21,000 21,000 21,000 21,000 21,000 21,000 21,000 21,000 21,000 21,000 21,000 252,000
Insurance 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 37,800
Utilities 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 37,800
Production lead 12,146 12,146 12,146 12,146 12,146 12,146 12,146 12,146 12,146 12,146 12,146 12,146 145,747
0
Sales Overheads 0
Cph Shop 20,520 20,520 20,520 20,520 20,520 20,520 20,520 20,520 20,520 20,520 20,520 20,520 246,240
Insurance 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 36,936
Utilities 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 36,936
Salary 45,000 45,000 45,000 45,000 45,000 45,000 45,000 45,000 45,000 45,000 45,000 45,000 540,000
Contract w ork 0
0
0
0
0
Other expenses 0
Other expenses 0
Miscellaneous 0
SUBTOTAL 5,117,412 4,285,918 3,457,732 2,760,839 2,249,936 1,921,132 1,738,990 1,656,627 1,625,862 1,602,662 1,553,048 1,460,082 29,430,242
Loan principal payment 0
Capital purchases 0
Other startup costs 0
To reserve and/or escrow 0
Ow ners' w ithdraw al 0
TOTAL CASH PAID OUT 5,117,412 4,285,918 3,457,732 2,760,839 2,249,936 1,921,132 1,738,990 1,656,627 1,625,862 1,602,662 1,553,048 1,460,082 29,430,242
Cash on hand (end of month) 41,620,494 47,638,995 52,487,723 56,148,119 58,762,913 60,542,997 61,695,958 62,393,021 62,765,292 62,913,982 62,922,796 62,865,390 62,805,210
OTHER OPERATING DATA
Sales volume (dollars)
Accounts receivable balance
Bad debt balance
Inventory on hand
Accounts payable balance
Depreciation
Small Business Cash Flow Projection
The GPS Fixie
The GPS Fixie December 18, 2014 
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Assumptions
Total population 48848.46183
Diffusion Factor q 0.38 q
300
s n m
Month New  sales Total sold Potential customers
1 50 54 48848.46183
2 20 74 48848.46183
3 28 103 48848.46183
4 39 142 48848.46183
5 54 195 48848.46183
6 74 269 48848.46183
7 102 371 48848.46183
8 140 511 48848.46183
9 192 703 48848.46183
10 263 967 48848.46183
11 360 1327 48848.46183
12 491 1818 48848.46183
13 665 2483 48848.46183
14 895 3378 48848.46183
15 1195 4573 48848.46183
16 1575 6148 48848.46183
17 2042 8190 48848.46183
18 2590 10780 48848.46183
19 3192 13973 48848.46183
20 3791 17764 48848.46183
21 4295 22059 48848.46183
22 4597 26656 48848.46183
23 4602 31258 48848.46183
24 4277 35535 48848.46183
25 3680 39216 48848.46183
26 2939 42154 48848.46183
27 2195 44349 48848.46183
28 1552 45902 48848.46183
29 1052 46954 48848.46183
30 692 47646 48848.46183
31 446 48092 48848.46183
32 283 48375 48848.46183
33 178 48553 48848.46183
34 112 48665 48848.46183
35 70 48734 48848.46183
36 43 48778 48848.46183
Units
2016 2017 2018 2016 2017 2018
Assets
Revenue 5,207,708 98,193,587 50,614,958 Cash 1,445,714 41,620,494 57,509,031
Cost of sales 2,276,751 43,293,754 28,096,783 equiptment 300000 300000 300000
Total assets 1,745,714 41,920,494 57,809,031
Gross Profit 2,930,957 54,899,833 22,518,175
Share Capital 547590 547590 547590
Production Overheads 473,347 473,347 473,347 Retained Earnings/loss 1198124 41372904 57261441 Return
Sales Overheads 860,112 860,112 860,112 78.53201
Total Equity 1745714 41920494.22 57809031.26
Opperating Profit 1,597,498 53,566,374 21,184,716
Profit Before Tax 1,597,498 53,566,374 21,184,716
Income Tax 399375 13391594 5296179 NPV
Profit for the Period 1198124 40174781 15888537 247590 1089094 34174018.89 43003342.38 142.9289
Statement of comprehensive income Forecast
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Starting date
Cash balance alert minimum 0 0 0 0 0 0 0 0 0 0 0 0
Beginning Jan-16 Feb-16 Mar-16 Apr-16 May-16 Jun-16 Jul-16 Aug-16 Sep-16 Oct-16 Nov-16 Dec-16 Total
Cash on hand (beginning of 
month) 465,818 465,818 434,406 347,246 266,260 192,852 128,635 75,400 35,035 9,378 0 7,890 33,091
CASH RECEIPTS
Cash sales 140,340 41,306 51,917 64,932 80,706 99,533 121,565 146,698 174,435 203,740 232,938 259,730 1,617,839
Returns and allow ances 0
Service Fee 1,000 1,295 1,666 2,130 2,706 3,417 4,285 5,333 6,579 8,035 9,698 11,554 57,698
Supplier returns 0
0
0
TOTAL CASH RECEIPTS 141,340 42,601 53,583 67,061 83,412 102,950 125,850 152,031 181,014 211,774 242,636 271,284 1,675,537
Total cash available 465,818 607,158 477,008 400,829 333,322 276,264 231,585 201,250 187,066 190,392 211,774 250,526 304,375
CASH PAID OUT
Variable Costs 0
The GPS Fixie 57,434 16,904 21,247 26,573 33,029 40,734 49,750 60,036 71,387 83,380 95,329 106,294 662,097
Transportation China-Estonia 2,785 820 1,030 1,288 1,601 1,975 2,412 2,911 3,461 4,043 4,622 5,154 32,103
Transportation Estonia- CPH 911 268 337 422 524 646 789 952 1,133 1,323 1,512 1,686 10,504
IT System 500 648 833 1,065 1,353 1,709 2,143 2,667 3,290 4,017 4,849 5,777 28,849
Warranty return 0
Production overheads 0
Factory 21,000 21,000 21,000 21,000 21,000 21,000 21,000 21,000 21,000 21,000 21,000 21,000 252,000
Insurance 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 37,800
Utilities 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 37,800
Production lead 12,146 12,146 12,146 12,146 12,146 12,146 12,146 12,146 12,146 12,146 12,146 12,146 145,747
0
Sales Overheads 0
Cph Shop 20,520 20,520 20,520 20,520 20,520 20,520 20,520 20,520 20,520 20,520 20,520 20,520 246,240
Insurance 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 36,936
Utilities 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 36,936
Salary 45,000 45,000 45,000 45,000 45,000 45,000 45,000 45,000 45,000 45,000 45,000 45,000 540,000
Contract w ork 0 0 0 0 0 0 0 0 0 0 0 0 0
0
0
0
0
Other expenses 0
Other expenses 0
Miscellaneous 0
SUBTOTAL 172,751 129,761 134,569 140,470 147,629 156,185 166,216 177,687 190,392 203,885 217,435 230,033 2,067,012
Loan principal payment 0
Capital purchases 0
Other startup costs 0
To reserve and/or escrow 0
Ow ners' w ithdraw al 0
TOTAL CASH PAID OUT 172,751 129,761 134,569 140,470 147,629 156,185 166,216 177,687 190,392 203,885 217,435 230,033 2,067,012
Cash on hand (end of month) 465,818 434,406 347,246 266,260 192,852 128,635 75,400 35,035 9,378 0 7,890 33,091 74,342
OTHER OPERATING DATA
Sales volume (dollars)
Accounts receivable balance
Bad debt balance
Inventory on hand
Accounts payable balance
Depreciation
Starting date
Cash balance alert minimum 0 0 0 0 0 0 0 0 0 0 0 0
Beginning Jan-17 Feb-17 Mar-17 Apr-17 May-17 Jun-17 Jul-17 Aug-17 Sep-17 Oct-17 Nov-17 Dec-17 Total
Cash on hand (beginning of 
month) 74,342 74,342 122,912 184,556 249,155 310,722 363,837 404,556 431,000 443,466 444,158 436,706 425,698
CASH RECEIPTS
Cash sales 281,406 295,298 299,433 293,180 277,625 255,455 230,351 206,162 186,195 172,862 167,683 171,512 2,837,164
Returns and allow ances 0
Service Fee 13,564 15,673 17,812 19,906 21,889 23,714 25,359 26,832 28,161 29,396 30,594 31,819 284,717
Supplier Retuns 3,552 1,046 1,314 1,644 2,043 2,519 3,077 3,713 4,415 5,157 5,896 6,574 40,952
0
0
TOTAL CASH RECEIPTS 298,522 312,017 318,559 314,730 301,557 281,688 258,787 236,707 218,772 207,415 204,173 209,905 3,162,833
Total cash available 74,342 372,864 434,929 503,115 563,884 612,280 645,525 663,344 667,707 662,238 651,574 640,879 635,603
CASH PAID OUT
Variable Costs 0
The GPS Fixie 115,165 120,850 122,543 119,983 113,618 104,545 94,271 84,372 76,200 70,743 68,624 70,191 1,161,104
Transportation China-Estonia 5,584 5,860 5,942 5,818 5,509 5,069 4,571 4,091 3,695 3,430 3,327 3,403 56,297
Transportation Estonia- CPH 1,827 1,917 1,944 1,904 1,803 1,659 1,496 1,339 1,209 1,122 1,089 1,114 18,421
IT System 6,782 7,836 8,906 9,953 10,944 11,857 12,679 13,416 14,081 14,698 15,297 15,910 142,359
Warranty returns 9,473 2,788 3,504 4,383 5,448 6,718 8,206 9,902 11,774 13,752 15,723 17,532 109,203
Production overheads 0
Factory 21,000 21,000 21,000 21,000 21,000 21,000 21,000 21,000 21,000 21,000 21,000 21,000 252,000
Insurance 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 37,800
Utilities 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 37,800
Production lead 12,146 12,146 12,146 12,146 12,146 12,146 12,146 12,146 12,146 12,146 12,146 12,146 145,747
0
Sales Overheads 0
Cph Shop 20,520 20,520 20,520 20,520 20,520 20,520 20,520 20,520 20,520 20,520 20,520 20,520 246,240
Insurance 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 36,936
Utilities 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 36,936
Salary 45,000 45,000 45,000 45,000 45,000 45,000 45,000 45,000 45,000 45,000 45,000 45,000 540,000
Contract w ork 0
0
0
0
Other expenses 0
Other expenses 0
Other expenses 0
Miscellaneous 0
SUBTOTAL 249,952 250,373 253,960 253,162 248,443 240,969 232,344 224,240 218,080 214,868 215,182 219,270 2,820,843
Loan principal payment 0
Capital purchases 0
Other startup costs 0
To reserve and/or escrow 0
Ow ners' w ithdraw al 0
TOTAL CASH PAID OUT 249,952 250,373 253,960 253,162 248,443 240,969 232,344 224,240 218,080 214,868 215,182 219,270 2,820,843
Cash on hand (end of month) 74,342 122,912 184,556 249,155 310,722 363,837 404,556 431,000 443,466 444,158 436,706 425,698 416,332
OTHER OPERATING DATA
Sales volume (dollars)
Accounts receivable balance
Bad debt balance
Inventory on hand
Accounts payable balance
Depreciation
Cash Flow forecast
The GPS Fixie
The GPS Fixie
Small Business Cash Flow Projection
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Starting date
Cash balance alert minimum 0 0 0 0 0 0 0 0 0 0 0 0
Beginning Jan-18 Feb-18 Mar-18 Apr-18 May-18 Jun-18 Jul-18 Aug-18 Sep-18 Oct-18 Nov-18 Dec-18 Total
Cash on hand (beginning of 
month) 330,835 330,835 328,719 339,757 370,072 425,881 543,918 716,258 946,164 1,233,828 1,576,230 1,967,614 2,400,488
CASH RECEIPTS
Cash sales 184,806 207,835 240,775 283,681 390,300 481,806 578,263 674,518 765,166 845,603 912,947 966,391 6,532,090
Returns and allow ances 0
Service Fee 33,139 34,624 36,343 38,370 41,158 44,599 48,729 53,547 59,013 65,053 71,574 78,477 604,626
Supplier Returns 7,123 7,475 7,579 7,421 7,027 6,466 5,831 5,218 4,713 4,376 4,244 4,341 71,816
0
0
TOTAL CASH RECEIPTS 225,068 249,933 284,698 329,472 438,485 532,871 632,823 733,284 828,892 915,032 988,765 1,049,209 7,208,532
Total cash available 330,835 555,903 578,652 624,455 699,544 864,366 1,076,789 1,349,081 1,679,448 2,062,719 2,491,262 2,956,380 3,449,697
CASH PAID OUT
Variable Costs 0
The GPS Fixie 75,631 85,056 98,537 116,096 159,729 197,178 236,653 276,045 313,143 346,062 373,622 395,494 2,673,246
Transportation China-Estonia 3,667 4,124 4,778 5,629 7,745 9,560 11,474 13,384 15,183 16,779 18,115 19,176 129,615
Transportation Estonia- CPH 1,200 1,349 1,563 1,842 2,534 3,128 3,755 4,380 4,968 5,490 5,928 6,275 42,412
IT System 16,570 17,312 18,172 19,185 20,579 22,300 24,365 26,774 29,506 32,526 35,787 39,238 302,313
Warranty Return 18,995 19,932 20,211 19,789 18,739 17,243 15,549 13,916 12,568 11,668 11,318 11,577 191,506
Production overheads 0
Factory 21,000 21,000 21,000 21,000 21,000 21,000 21,000 21,000 21,000 21,000 21,000 21,000 252,000
Insurance 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 37,800
Utilities 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 37,800
Production lead 12,146 12,146 12,146 12,146 12,146 12,146 12,146 12,146 12,146 12,146 12,146 12,146 145,747
0
Sales Overheads 0
Cph Shop 20,520 20,520 20,520 20,520 20,520 20,520 20,520 20,520 20,520 20,520 20,520 20,520 246,240
Insurance 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 36,936
Utilities 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 36,936
Salary 45,000 45,000 45,000 45,000 45,000 45,000 45,000 45,000 45,000 45,000 45,000 45,000 540,000
Contract w ork 0
0
0
0
0
Other expenses 0
Other expenses 0
Miscellaneous 0
SUBTOTAL 227,184 238,895 254,383 273,663 320,448 360,531 402,917 445,620 486,490 523,647 555,892 582,881 4,672,551
Loan principal payment 0
Capital purchases 0
Other startup costs 0
To reserve and/or escrow 0
Ow ners' w ithdraw al 0
TOTAL CASH PAID OUT 227,184 238,895 254,383 273,663 320,448 360,531 402,917 445,620 486,490 523,647 555,892 582,881 4,672,551
Cash on hand (end of month) 330,835 328,719 339,757 370,072 425,881 543,918 716,258 946,164 1,233,828 1,576,230 1,967,614 2,400,488 2,866,816
OTHER OPERATING DATA
Sales volume (dollars)
Accounts receivable balance
Bad debt balance
Inventory on hand
Accounts payable balance
Depreciation
Small Business Cash Flow Projection
The GPS Fixie
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total w ho w ant 47383.00798
replacement 4738.300798
394.8583998
Assumptions 10
Total population 1465.453855
Diffusion Factor q 0.28 q
300
s n m 7
Month New  sales Total sold Potential customers new old Potential pop Total heard life cycle real sales
1 50 54 1465.453855 1 0 15 47383 15 0.00031 0.121357 1 50
2 15 69 1465.453855 2 4 19 47383 23 0.00048 0.189296 2 15
3 18 87 1465.453855 3 5 24 47383 29 0.00061 0.242275 3 19
4 23 110 1465.453855 4 7 31 47383 37 0.00079 0.310073 4 23
5 28 138 1465.453855 5 9 39 47383 48 0.00100 0.39683 5 29
6 35 173 1465.453855 6 11 50 47383 61 0.00129 0.507838 6 36
7 43 216 1465.453855 7 14 64 47383 78 0.00165 0.649862 7 43
8 52 268 1465.453855 8 18 82 47383 100 0.00211 0.831543 8 52
9 61 329 1465.453855 9 23 105 47383 128 0.00269 1.063916 9 62
10 71 400 1465.453855 10 29 134 47383 163 0.00345 1.361061 10 73
11 81 482 1465.453855 11 37 171 47383 209 0.00441 1.740929 11 83
12 91 572 1465.453855 12 48 219 47383 267 0.00564 2.226378 12 93
13 98 670 1465.453855 13 61 280 47383 342 0.00721 2.846475 13 101
14 102 772 1465.453855 14 78 359 47383 437 0.00921 3.63811 14 105
15 102 874 1465.453855 15 100 458 47383 558 0.01177 4.647996 15 107
16 99 973 1465.453855 16 127 585 47383 712 0.01503 5.935092 16 105
17 92 1064 1465.453855 17 162 747 47383 909 0.01918 7.573529 17 99
18 82 1146 1465.453855 18 206 953 47383 1159 0.02445 9.656022 18 91
19 70 1216 1465.453855 19 261 1214 47383 1476 0.03114 12.29777 19 82
20 58 1274 1465.453855 20 331 1546 47383 1877 0.03961 15.64063 20 74
21 47 1320 1465.453855 21 419 1964 47383 2383 0.05029 19.85734 21 66
22 37 1357 1465.453855 22 527 2491 47383 3019 0.06371 25.15505 22 62
23 28 1385 1465.453855 23 661 3152 47383 3813 0.08048 31.77712 23 60
24 21 1406 1465.453855 24 824 3976 47383 4800 0.10131 40.00168 24 61
25 16 1422 1465.453855 25 1020 4996 47383 6016 0.12697 50.13433 25 66
26 12 1434 1465.453855 26 1251 6248 47383 7499 0.15826 62.49207 26 74
27 9 1443 1465.453855 27 1519 7766 47383 9285 0.19596 77.37482 27 86
28 6 1449 1465.453855 28 1818 9584 47383 11403 0.24065 95.02154 28 101
29 5 1453 1465.453855 29 3297 12881 47383 16178 0.34142 134.8144 29 139
30 3 1457 1465.453855 30 3685 16566 47383 20250 0.42737 168.7521 30 172
31 2 1459 1465.453855 31 3964 20530 47383 24494 0.51694 204.118 31 207
32 2 1461 1465.453855 32 4085 24615 47383 28699 0.60569 239.1613 32 241
33 1 1462 1465.453855 33 4014 28628 47383 32642 0.68890 272.0185 33 273
34 1 1463 1465.453855 34 3752 32380 47383 36131 0.76254 301.0958 34 302
35 1 1464 1465.453855 35 3334 35714 47383 39048 0.82409 325.3996 35 326
36 0 1464 1465.453855 36 2823 38537 47383 41360 0.87289 344.6691 36 345
Sales forecast
Units
2016 2017 2018 2016 2017 2018
Assets
Revenue 1,675,537 3,162,833 7,208,532 Cash 74,342 330,835 2,232,821
Cost of sales 733,553 1,487,384 3,339,092 Equipment 300000 300000 300000
Total assets 374,342 630,835 2,532,821
Gross Profit 941,983 1,675,449 3,869,440
Share Capital 765818 765818 765818
Production Overheads 473,347 473,347 473,347 Retained Earnings/loss -391476 -134983 1767003
Sales Overheads 860,112 860,112 860,112 Return
Total Equity 374342 630834.9 2532821 1.076483
Opperating Profit -391,476 341,990 2,535,981
Profit Before Tax -391,476 341,990 2,535,981
Income Tax 0 85497 633995
Profit for the Period -391476 256492 1901986 -465818 -122700 1459544 871026.5
Statement of comprehensive income Forecast
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Starting date
Cash balance alert minimum 0 0 0 0 0 0 0 0 0 0 0 0
Beginning Jan-16 Feb-16 Mar-16 Apr-16 May-16 Jun-16 Jul-16 Aug-16 Sep-16 Oct-16 Nov-16 Dec-16 Total
Cash on hand (beginning of 
month) 275,308 275,308 243,965 165,236 97,786 45,022 10,963 0 16,338 63,014 140,475 245,039 367,962
CASH RECEIPTS
Cash sales 140,461 56,150 75,654 101,036 133,333 173,156 220,135 272,162 324,652 370,328 400,322 407,056 2,674,445
Returns and allow ances 0
Service Fee 1,000 1,401 1,941 2,663 3,616 4,852 6,425 8,369 10,688 13,333 16,192 19,100 89,580
Supplier returns 0
0
0
TOTAL CASH RECEIPTS 141,461 57,551 77,595 103,699 136,949 178,008 226,559 280,531 335,340 383,661 416,515 426,155 2,764,025
Total cash available 275,308 416,769 301,516 242,831 201,485 181,970 188,972 226,559 296,869 398,354 524,136 661,554 794,118
CASH PAID OUT
Variable Costs 0
The GPS Fixie 57,483 22,979 30,961 41,349 54,566 70,864 90,090 111,382 132,863 151,556 163,831 166,587 1,094,512
Transportation China-Estonia 2,787 1,114 1,501 2,005 2,646 3,436 4,368 5,400 6,442 7,348 7,944 8,077 53,069
Transportation Estonia- CPH 912 365 491 656 866 1,124 1,429 1,767 2,108 2,404 2,599 2,643 17,365
IT System 500 701 971 1,332 1,808 2,426 3,212 4,184 5,344 6,666 8,096 9,550 44,790
Warranty return 0
Production overheads 0
Factory 21,000 21,000 21,000 21,000 21,000 21,000 21,000 21,000 21,000 21,000 21,000 21,000 252,000
Insurance 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 37,800
Utilities 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 37,800
Production lead 12,146 12,146 12,146 12,146 12,146 12,146 12,146 12,146 12,146 12,146 12,146 12,146 145,747
0
Sales Overheads 0
Cph Shop 20,520 20,520 20,520 20,520 20,520 20,520 20,520 20,520 20,520 20,520 20,520 20,520 246,240
Insurance 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 36,936
Utilities 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 36,936
Salary 45,000 45,000 45,000 45,000 45,000 45,000 45,000 45,000 45,000 45,000 45,000 45,000 540,000
Contract w ork 0 0 0 0 0 0 0 0 0 0 0 0 0
0
0
0
0
Other expenses 0
Other expenses 0
Miscellaneous 0
SUBTOTAL 172,804 136,280 145,046 156,463 171,007 188,972 210,221 233,855 257,879 279,097 293,592 297,978 2,543,194
Loan principal payment 0
Capital purchases 0
Other startup costs 0
To reserve and/or escrow 0
Ow ners' w ithdraw al 0
TOTAL CASH PAID OUT 172,804 136,280 145,046 156,463 171,007 188,972 210,221 233,855 257,879 279,097 293,592 297,978 2,543,194
Cash on hand (end of month) 275,308 243,965 165,236 97,786 45,022 10,963 0 16,338 63,014 140,475 245,039 367,962 496,139
OTHER OPERATING DATA
Sales volume (dollars)
Accounts receivable balance
Bad debt balance
Inventory on hand
Accounts payable balance
Depreciation
Starting date
Cash balance alert minimum 0 0 0 0 0 0 0 0 0 0 0 0
Beginning Jan-17 Feb-17 Mar-17 Apr-17 May-17 Jun-17 Jul-17 Aug-17 Sep-17 Oct-17 Nov-17 Dec-17 Total
Cash on hand (beginning of 
month) 440,931 440,931 553,886 649,441 718,061 761,831 788,641 809,578 836,893 882,990 960,086 1,079,891 1,252,875
CASH RECEIPTS
Cash sales 388,128 348,791 300,625 256,869 227,793 218,980 232,319 267,792 324,582 401,128 494,461 599,351 4,060,818
Returns and allow ances 0
Service Fee 21,872 24,364 26,511 28,346 29,973 31,537 33,196 35,109 37,428 40,293 43,825 48,106 400,558
Supplier Retuns 3,555 1,421 1,915 2,557 3,375 4,383 5,572 6,889 8,218 9,374 10,133 10,304 67,697
0
0
TOTAL CASH RECEIPTS 413,555 374,576 329,051 287,772 261,141 254,900 271,087 309,791 370,227 450,795 548,419 657,760 4,529,074
Total cash available 440,931 854,487 928,462 978,492 1,005,833 1,022,971 1,043,540 1,080,666 1,146,683 1,253,217 1,410,881 1,628,310 1,910,636
CASH PAID OUT
Variable Costs 0
The GPS Fixie 158,841 142,742 123,030 105,123 93,224 89,617 95,076 109,594 132,834 164,161 202,357 245,283 1,661,883
Transportation China-Estonia 7,702 6,921 5,965 5,097 4,520 4,345 4,610 5,314 6,441 7,960 9,812 11,893 80,578
Transportation Estonia- CPH 2,520 2,265 1,952 1,668 1,479 1,422 1,508 1,739 2,107 2,604 3,210 3,892 26,366
IT System 10,936 12,182 13,255 14,173 14,986 15,768 16,598 17,555 18,714 20,146 21,912 24,053 200,279
Warranty returns 9,481 3,790 5,107 6,820 9,000 11,688 14,859 18,371 21,914 24,997 27,021 27,476 180,523
Production overheads 0
Factory 21,000 21,000 21,000 21,000 21,000 21,000 21,000 21,000 21,000 21,000 21,000 21,000 252,000
Insurance 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 37,800
Utilities 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 37,800
Production lead 12,146 12,146 12,146 12,146 12,146 12,146 12,146 12,146 12,146 12,146 12,146 12,146 145,747
0
Sales Overheads 0
Cph Shop 20,520 20,520 20,520 20,520 20,520 20,520 20,520 20,520 20,520 20,520 20,520 20,520 246,240
Insurance 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 36,936
Utilities 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 36,936
Salary 45,000 45,000 45,000 45,000 45,000 45,000 45,000 45,000 45,000 45,000 45,000 45,000 540,000
Contract w ork 0
0
0
0
Other expenses 0
Other expenses 0
Other expenses 0
Miscellaneous 0
SUBTOTAL 300,601 279,021 260,431 244,002 234,331 233,962 243,773 263,693 293,132 330,990 375,434 423,718 3,483,088
Loan principal payment 0
Capital purchases 0
Other startup costs 0
To reserve and/or escrow 0
Ow ners' w ithdraw al 0
TOTAL CASH PAID OUT 300,601 279,021 260,431 244,002 234,331 233,962 243,773 263,693 293,132 330,990 375,434 423,718 3,483,088
Cash on hand (end of month) 440,931 553,886 649,441 718,061 761,831 788,641 809,578 836,893 882,990 960,086 1,079,891 1,252,875 1,486,918
OTHER OPERATING DATA
Sales volume (dollars)
Accounts receivable balance
Bad debt balance
Inventory on hand
Accounts payable balance
Depreciation
Cash Flow forecast
The GPS Fixie
The GPS Fixie
Small Business Cash Flow Projection
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Starting date
Cash balance alert minimum 0 0 0 0 0 0 0 0 0 0 0 0
Beginning Jan-18 Feb-18 Mar-18 Apr-18 May-18 Jun-18 Jul-18 Aug-18 Sep-18 Oct-18 Nov-18 Dec-18 Total
Cash on hand (beginning of 
month) 1,225,421 1,225,421 1,524,135 1,885,636 2,302,667 2,764,411 3,266,928 3,791,417 4,329,355 4,875,303 5,425,859 5,978,833 6,532,775
CASH RECEIPTS
Cash sales 708,038 811,206 900,295 970,106 1,033,632 1,065,160 1,083,133 1,093,059 1,098,518 1,101,551 1,103,263 1,104,242 12,072,203
Returns and allow ances 0
Service Fee 53,163 58,957 65,388 72,317 79,701 87,309 95,046 102,853 110,700 118,568 126,448 134,336 1,104,786
Supplier Returns 9,824 8,829 7,610 6,502 5,766 5,543 5,881 6,778 8,216 10,154 12,516 15,171 102,789
0
0
TOTAL CASH RECEIPTS 771,025 878,992 973,293 1,048,925 1,119,098 1,158,012 1,184,059 1,202,691 1,217,433 1,230,273 1,242,227 1,253,749 13,279,778
Total cash available 1,225,421 1,996,446 2,403,127 2,858,929 3,351,592 3,883,509 4,424,940 4,975,475 5,532,046 6,092,736 6,656,132 7,221,060 7,786,524
CASH PAID OUT
Variable Costs 0
The GPS Fixie 289,763 331,984 368,444 397,014 423,012 435,915 443,270 447,333 449,566 450,808 451,508 451,909 4,940,527
Transportation China-Estonia 14,049 16,097 17,864 19,250 20,510 21,136 21,492 21,689 21,798 21,858 21,892 21,911 239,547
Transportation Estonia- CPH 4,597 5,267 5,845 6,299 6,711 6,916 7,033 7,097 7,133 7,152 7,163 7,170 78,383
IT System 26,582 29,479 32,694 36,159 39,850 43,654 47,523 51,427 55,350 59,284 63,224 67,168 552,393
Warranty Return 26,198 23,543 20,292 17,338 15,376 14,781 15,681 18,076 21,909 27,076 33,376 40,456 274,101
Production overheads 0
Factory 21,000 21,000 21,000 21,000 21,000 21,000 21,000 21,000 21,000 21,000 21,000 21,000 252,000
Insurance 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 37,800
Utilities 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 3,150 37,800
Production lead 12,146 12,146 12,146 12,146 12,146 12,146 12,146 12,146 12,146 12,146 12,146 12,146 145,747
0
Sales Overheads 0
Cph Shop 20,520 20,520 20,520 20,520 20,520 20,520 20,520 20,520 20,520 20,520 20,520 20,520 246,240
Insurance 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 36,936
Utilities 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 3,078 36,936
Salary 45,000 45,000 45,000 45,000 45,000 45,000 45,000 45,000 45,000 45,000 45,000 45,000 540,000
Contract w ork 0
0
0
0
0
Other expenses 0
Other expenses 0
Miscellaneous 0
SUBTOTAL 472,311 517,491 556,262 587,181 616,581 633,524 646,121 656,743 666,877 677,299 688,285 699,735 7,418,410
Loan principal payment 0
Capital purchases 0
Other startup costs 0
To reserve and/or escrow 0
Ow ners' w ithdraw al 0
TOTAL CASH PAID OUT 472,311 517,491 556,262 587,181 616,581 633,524 646,121 656,743 666,877 677,299 688,285 699,735 7,418,410
Cash on hand (end of month) 1,225,421 1,524,135 1,885,636 2,302,667 2,764,411 3,266,928 3,791,417 4,329,355 4,875,303 5,425,859 5,978,833 6,532,775 7,086,789
OTHER OPERATING DATA
Sales volume (dollars)
Accounts receivable balance
Bad debt balance
Inventory on hand
Accounts payable balance
Depreciation
Small Business Cash Flow Projection
The GPS Fixie
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total w ho w ant 47383.00798
replacement 4738.300798
394.8583998
Assumptions 10
Total population 1465.453855
Diffusion Factor q 0.38 q
300
s n m 7
Month Innovators Total sold Potential customers new old Potential pop Total heard life cycle Imitators real sales
1 50 54 1465.453855 1 0 20 47383 20 0.00042 0.164699 1 50
2 20 74 1465.453855 2 8 27 47383 35 0.00073 0.289818 2 20
3 27 100 1465.453855 3 10 38 47383 48 0.00101 0.399875 3 27
4 36 136 1465.453855 4 14 52 47383 66 0.00140 0.551688 4 36
5 47 183 1465.453855 5 20 72 47383 91 0.00193 0.761064 5 48
6 61 244 1465.453855 6 27 99 47383 126 0.00266 1.049763 6 62
7 77 321 1465.453855 7 37 136 47383 174 0.00367 1.447711 7 79
8 95 416 1465.453855 8 52 188 47383 240 0.00506 1.996012 8 97
9 113 529 1465.453855 9 71 259 47383 330 0.00697 2.751019 9 116
10 128 658 1465.453855 10 98 357 47383 455 0.00960 3.789799 10 132
11 138 795 1465.453855 11 135 491 47383 626 0.01321 5.217381 11 143
12 138 934 1465.453855 12 185 676 47383 861 0.01817 7.176211 12 145
13 129 1062 1465.453855 13 253 930 47383 1183 0.02497 9.858177 13 139
14 111 1173 1465.453855 14 346 1276 47383 1622 0.03424 13.51934 14 125
15 89 1262 1465.453855 15 472 1748 47383 2220 0.04684 18.49682 15 107
16 67 1329 1465.453855 16 640 2387 47383 3027 0.06389 25.22611 16 92
17 47 1376 1465.453855 17 862 3249 47383 4111 0.08675 34.25431 17 81
18 32 1408 1465.453855 18 1150 4399 47383 5549 0.11711 46.24095 18 78
19 21 1429 1465.453855 19 1516 5915 47383 7432 0.15684 61.93151 19 83
20 14 1442 1465.453855 20 1967 7883 47383 9850 0.20788 82.08166 20 96
21 9 1451 1465.453855 21 2497 10380 47383 12877 0.27176 107.3061 21 116
22 5 1456 1465.453855 22 3080 13460 47383 16540 0.34907 137.8345 22 143
23 3 1460 1465.453855 23 3662 17122 47383 20784 0.43863 173.1964 23 177
24 2 1462 1465.453855 24 4155 21277 47383 25432 0.53674 211.9351 24 214
25 1 1463 1465.453855 25 4455 25732 47383 30186 0.63707 251.5519 25 253
26 1 1464 1465.453855 26 4468 30200 47383 34668 0.73165 288.8968 26 290
27 1 1465 1465.453855 27 4162 34361 47383 38523 0.81301 321.0252 27 322
28 0 1465 1465.453855 28 3588 37950 47383 41538 0.87664 346.1506 28 346
29 0 1465 1465.453855 29 3163 41112 47383 44275 0.93441 368.9583 29 369
30 0 1465 1465.453855 30 2261 43374 47383 45635 0.96311 380.2929 30 380
31 0 1465 1465.453855 31 1519 44892 47383 46411 0.97948 386.7577 31 387
32 0 1465 1465.453855 32 974 45866 47383 46840 0.98854 390.3316 32 390
33 0 1465 1465.453855 33 605 46471 47383 47076 0.99352 392.2988 33 392
34 0 1465 1465.453855 34 368 46839 47383 47207 0.99629 393.3932 34 393
35 0 1465 1465.453855 35 221 47060 47383 47281 0.99785 394.0114 35 394
36 0 1465 1465.453855 36 132 47192 47383 47324 0.99875 394.3653 36 394
Sales forecast
Units
2016 2017 2018 2016 2017 2018
Assets
Revenue 2,764,025 4,529,074 13,279,778 Cash 440,931 1,225,421 5,621,447
Cost of sales 1,209,735 2,149,629 6,084,951 Equipment 300000 300000 300000
Total assets 740,931 1,525,421 5,921,447
Gross Profit 1,554,290 2,379,445 7,194,827
Share Capital 575308 575308 575308 Return
Production Overheads 473,347 473,347 473,347 Retained Earnings/loss 165623 950113 5346139 6.978784 4.027634
Sales Overheads 860,112 860,112 860,112
Total Equity 740931 1525421 5921447
Opperating Profit 220,831 1,045,986 5,861,368
Profit Before Tax 220,831 1,045,986 5,861,368
Income Tax 55208 261497 1465342
Profit for the Period 165623 784490 4396026 -275308 863652.8 4415911 5004256
Statement of comprehensive income Forecast
